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Rough Proofs 


The energy that writers save in 
the dog days by spelling it “alright” 
hardly seems to offset the obvious 
difficulty of making it look all right. 


7} 


Now that women are listening so 
faithfully to baseball broadcasts, 
Ladies’ Home Journal is no doubt 
seriously considering the appoint- 
ment of a sports editor. 


, |} FT 


The liquor industry’s big tax con- 
tribution might help to balance the 
budget, but on the other hand the 
mere contemplation of so much 
spiritous, vinous and malt beverages 
might make the budget lose its bal- 
ance all over again. 


7’ Ff 


What’s become of the Tanglefoot 
ad in the baseball parks telling you 
how many flies your favorite center- 
fielder caught last season? 


, Fe 


Dubble Bubble is the name of a 
new chewing gum, which suggests 
something pretty terrific in the way 
of sound effects. 


vgvweey 


Dr. Glenn Frank has become a 
farm paper editor. Like Professor 
Pitkin, he may have decided that life 
begins with forty acres. 


7. ¥-9 


That injunction spoiled General 
Shaver’s elaborate merchandising 
plans. Just goes to show how diffi- 


cult it is to promote a general. 
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A special magazine about screen 
juveniles has made its appearance. 
This is going to take a big load off 
the minds of the producers who were 
worrying about a shortage of infant 
prodigies. 

" FF F 


Since Shirley Temple became a 
million-dollar institution, quite a few 
doting mammas have indicated their 
willingness to allow their little dears 
to rescue the industry. 


r Fy FS 


The movies spent about $70,000,000 
in advertising last year. Many pub- 
lishers contemplating this juicy fig- 
ure insist that it’s a very moving 
picture. 

vvweey 


Advertising agencies worrying 
about the collection of fees for pub- 
licity work are afraid that they have 
put too much emphasis on the fact 
that it’s free publicity. 


, F 3 


Life is getting more and more com- 


plicated, more and more evasive of 


the great realities. Now they want 
to take your false teeth out of a glass 
of water and hide them away in a 
private bath. 


, ¥ F 


Some of the state liquor commis- 
sions are putting restrictions on the 
use of signs, but John Q. Public hopes 
they won’t interfere with those an- 
nouncing, “A fried oyster or a hard- 
boiled egg with every drink except 
a schooner.” 


7, 2 


When a boy wonder pitches to an- 
other boy wonder, the result is likely 
to be a homer by Joe DiMaggio with 
the bases full. 

Copy Cups. 


DEALER SERVICE 
SPOTLIGHTED IN 
NEW EXIDE DRIVE 


Expanded Advertising Plans 
Told at N. Y. Meeting 


New York, July 20.—A new slogan, 
“Easy Does It,” will put dealer serv- 
ice into center stage of expanded 
1937-38 advertising, according to 
plans outlined to wholesalers in this 
district today at a conference at 
Hotel Astor staged by sales execu- 
tives of the Electric Storage Battery 
Company, Philadelphia. Similar meet- 
ings are to be held in wholesale cen- 
ters throughout the Eastern half of 
the country. 

The Exide line was more exten- 
sively advertised in both consumer 
and business publications last year 
than any other brand, the wholesal- 
ers were told, and the company, in 
increasing its budget, intended to 
maintain this advertising pre-emi- 
ence. Publications already chosen 
for the campaign to start in Sep- 
tember include Collier’s and The Sat- 
urday Evening Post ; Capper’s Farmer, 
Country Gentleman, Country Home, 
Progressive Farmer and Southern 
Ruralist and Successful Farming; 
and Bus Transportation, Commercial 
{Car Journal, Fleet Owner and Transit 


(Continued on Page 33) 


Link Cigar and 
Razor Blade in! 
New Promotion 


New York, July 22.—A cigar-razor 
blade tie-up, designed to win new 
adherents for each product and sell 
50,000,000 blades and as many cigars 
by a combination offer through ap- 
proximately 100,000 dealers, was out- 
lined today by Joseph Swersey, sales 
and advertising manager, Segal 
Safety Razor Corporation, manufac- 
turer of Segal razor blades. 

The cigars being offered in the 
deal are the product of John H. 
Swisher & Son Company, Jackson- 
ville, Fla., and sell under the brand 
name of King Edward cigars, norm- 
ally at a price of two for five cents. 
The blades have a retail list price of 
10 for 29 cents. Under the terms of 
the “King Edward Deal,” 10 cigars 
and 10 Segal blades will be sold in 
combination for 39 cents. 

Local newspaper advertising will 
be run in some sections in support 
of the offer, although point-of-pur- 
chase material will constitute the 
principal backing of the campaign, 
Mr. Swersey said. The latter will in- 
clude window and counter displays 
and special merchandise tie-ups on 
each package unit. The campaign is 
expected to be continued until the 
middle of September. 
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NATION'S FIRST LADY BOWS AS COPYWRITER 
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Rarbare Stans yeh in ber greatest role as “Stella Dallas” in Samuel Golda yn's eew production 
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Stella Dallas Inspires «a Discussion of a 
Mothers Vital Problem 


How Much Should a 
Mother Sacrifice? 
Mather owe is a wer) cer ton 


eC CURE 


eee detonate cong 


wy ne dale 

MES. FRANKLIN BD. would agree that 
ROOSEVELT ct le 

that she should met qdenp 


complowts bor she 
toree them in Yaser tite to make tun reat @ 


ti es | hi met hibelrens 
the Whee where OF feet 
ta! conmtant bicker: 


vy, Fevagen ok reo Posen 


mas ne 


Mrs. Roosevelt’s Essay 


Promotes 


New York, July 22.- ding a new 
job to her repertoire of business ac- 
tivities, Mrs. Franklin D. Roosevelt 
this week assumed the duties of ad- 
vertising copywriter in behalf of 
Samuel Goldwyn’s new production, 
“Stella Dallas” which will be re- 
leased through United Artists Cor- 
poration Aug. 6. 

Mrs. Roosevelt’s effort will be 
limited to a single 200-word essay on 
various phases of mother love and 
features the opening shot in a $280,- 
000 campaign in support of the new 
picture. The advertisement will oc- 
cupy full pages in the Aug. 7 issue 
of The Saturday Evening Post and 
the September issues of Ladies’ Home 
Journal, McCall’s, True Story and 
Woman's Home Companion, which 
will appear on newsstands Aug, 10. 

With selling copy and any direct 
reference to the picture both con- 
spicuous by their absence, Mrs. 
Roosevelt’s copy follows the same 
style as her daily newspaper column. 
Her essay appears beneath a large 
reproduction of a scene from the pic- 


(Continued on Page 33) 


Goldwyn Film 


Public to Pick 
Radio Stars in 
Eaton Contest 


Pittsfield, Mass., July 22.—Believ- 
ing that the public, rather than ‘“ex- 


perts,” should make selections of 
most popular radio stars, Eaton 
Paper Corporation will launch a 


widely advertised radio poll in Sep- 
tember. 

A letter will accompany each vote, 
and $1,000 will be paid the writer of 
the winning letter, provided it is 
penned on Eaton stationery. Other- 
wise, the award will be cut in two. 

Participation of radio performers 
has been enlisted, the stars agreeing 
to write personal acknowledgments 
of the 10 best letters nominating 
them for a “Letter of Gold” trophy 
to be awarded. 

Badger & Browning, Boston, is 
in charge of the contest, which wil! 
be advertised in magazines and spot 
radio, 


Last Minute News Flashes 


P&G to Stage Record Campaign for Camay 


Cincinnati, July 23.—With heavily expanded newspaper copy through- 
out the country, the largest campaign in its history for Procter & Gamble 
Company’s Camay soap will be staged in 1937-38, it was announced today. 
Magazine schedules and the five-day-a-week network show will be con- 
tinued. Pedlar & Ryan, New York, is the agency in charge. 


B. H. Beitler Named Service Manager for A. B. C. 

Chicago, July 23.—B. H. Beitler was appointed service and promotion 
manager of the Audit Bureau of Circulations today, filling the vacancy 
created by the recent death of Harold V. Strawn. 


Funk, Lurton to Launch New Monthly 


Scarsdale, N. Y., July 23.—Kingsway Press, headed by Douglas Lurton, 
former managing editor of the Literary Digest, will issue a pocket-size, orig- 


inal material monthly in November, it was announced today. 


Backers 


include Wilfred J. Funk, president, Funk & Wagnalls. 


Death Takes Anning Prall, FCC Head 


Washington, D. C., July 23.—Anning S. Prall, head of the Federal Com- 
munications Commission and long-time protagonist of commercially-sup- 


ported broadcasting, died today. 


‘Patman Applauds First FTC 


REASON’S RULE’ 
CALLED METHOD 
OF COMMISSION 


Rulings on R-P Act 


(Detailed Review of FTC Decisions on 
Page 24.) 


Washington, D. C., July 22.—Con- 
fronted with a law containing con- 
flicting passages, the Federal Trade 
Commission adopted a “rule of rea- 
son,” based on facts as found in each 
individual case, Washington analysts 
said today after studying the four 
decisions of the FTC in the Robinson- 
Patman Act. The decisions saw dis- 
missals of charges in the S. C. Bird- 
Montgomery Ward & Co., and Kraft- 
Phenix Cheese cases. Cease and de- 
sist orders were issued against Holly- 
wood Hat Company and Biddle Pur- 
chasing Company. 

Quantity discounts are legitimate 
only when they do not tend to de- 
stroy competition is the moral 
drawn by Wright Patman, co-author 
of the Robinson-Patman act, from the 
initial four decisions made under 
that law. 

This viewpoint, Congressman Pat- 
man told ADVERTISING AGE, reconciles 
the apparently conflicting decisions 
in the cases of Kraft-Phenix Wheese 
Corporation and Hollywood Hat Com- 
pany. 

“In the first case,” said Repre- 
sentative Patman, “testimony showed 
that no damage was done either to 
competing manufacturers or to com- 
peting retailers by the discounts on 
cheese. 


Based on Facts 


“In the second, the evidence re- 
vealed that the discount extended 
to a single large purchaser did tend i 
to destroy competition. The com- i “i 
mission reached its decisions on the ‘ 
basis of the facts in each case.” 

All of the four rulings, Congress- 
man Patman said, were in accordance 
not only with the facts but the spirit 
of the Robinson-Patman law. 

“The commission found that the 
Biddle Purchasing Company, defying 
both the Biblical injunction and com- 
mon sense, was trying to serve two 
masters,” he commented. “I predict 
that this cease and desist order will 
be sustained if taken to the courts.” 

If a discount on a product sold in 
a grocery store is legal, then the 
same should be true of one sold in a 
millinery establishment, according to 
a strict legal viewpoint. But the com- 
mission’s lengthy discussion of trade 
diversion apparently indicated it took 
into consideration the fact that a gro- 
cery store carries a host of different 
items, while the entire stock of a 
millinery store consists of hats—often 
hats produced by a single manufac- 
turer—and that discounts, not wholly 
attributable to costs, may be dis- 
criminatory in one business and not 
in another. 


O. K. Quantity Discounts 


If a _ grocer’s price on cheese > 4 
seemed high, according to this line ; a 
of reasoning, the customer might be a a 


mollified by a correspondingly low 
figure on coffee or sugar. The mil- 
liner, selling nothing but hats, has i 
less opportunity to convince his pros- 
pect that his prices are not out of | 
line. | 
One trade association executive 
said that the FTC interpreted the 
Robinson-Patman Act in the light of 
the debate in Congress and the desire 
of the sponsor, as well as that of re- 
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MINNIE FROM 
MINNEAPOLIS 
SAYS....... 


Well, boys, your indestructible gir] 
triend Minnie got down to rock bot- 
tom this week. Found out some new 
things, too, even if I did get my feet 
wet trying to do it. 

It all started when I saw a bunch 
of exclusive action shots in The Min- 
neapolis Star showing some lads out 
at Lake Nokomis (remember the old 
gal in Hiawatha?). The kids had a 
diving helmet put together from a 
piece of old boiler, a paint spray, a 
rag rug and a few other things they 
found around the garage. 

The thing worked, boys—-The Star 
pictures were honeys—and what did 
those kids do for The Star camera- 
man but bring up a bicycle from 25 
feet down. So | ups and goes to see 
those underwater guys. 

1 took off my shoes and started to 
wade in. The boys said amscray. 
Said I had no experience. Well, you 
and the boy friend know better than 
that—-getting to the bottom of things 
is my specialty. 

For instance, you don’t need a div- 
ing helmet to see where The Star’s 
circulation is going. Right smack 
into the homes where people have 
more money to shell out—homes 
where you find younger families who 
are going places and buying things. 
Every day, The Star goes by carrier 
into 9,408 more Minneapolis homes 
than the Journal right in the nine 
wards the competition names as hav- 
ing higher buying power.. The b. f. 
told me that it took two years to get 


other figures for comparison. Now 
he’s telling ’em to everyone. 
Now let me show you. If I could 


borrow an airplane (the b. f. drives 
his car like one!) I’d show you a lot 
better. Like those fellows in the 
travel movies I’d say: 

“Below you is the beautiful city of 
Minneapolis, the city of folks who 
enjoy life, who are going places. 

“It's the home of the newspaper 
that is going into the right places— 
The Star. Look right down there 
now. You can see all 13 wards of 
Minneapolis. 

“Note—ladies and gentlemen—note 
the number of automobiles down 
there. Tops are shiny and new-look- 
ing from up here. In the wards 
where The Star leads all Minneapolis 
newspapers, 77 percent of the auto- 
mobiles are owned. And in those 
wards, my dear public, 82 percent of 
the families reside. And what's more, 
in those same wards where The Star 
leaves the other Minneapolis papers 
trailing in the dust (STARdust at 
that), 81 percent of the new homes 
were built last year. 

“Now look at those nine wards 
with the highest buying power. I 
told you that The Star leads the 
Journal in home delivery in seven of 
them. What’s more, The Star is de- 
livered into more homes in SEVEN 
of those nine wards with more money 
to spend than the contbined Morning 
and Evening Tribune. You might 
start counting the 4,991 more homes 
reached by The Star in those nine 
wards than the combined Tribune. 

(How'm I doing, boys?) 

“Now that’s high flying, if you ask 
me. If you look out over Minnesota, 
youll see the territory of more than 
130.000 Star families who know a 
good thing when they see it. 1 could 
name—the b. fs got more—at least 
thirty reasons why The Star is their 
favorite everyday Home Newspaper. 

“And so, with the golden sun 
gilding the azure lakes of Minne- 
sota, our little air tour ends with 
the pleasant music in our” ears 
saying: 

“The Minneapolis Star is more 
than just the Northivest’s largest 
evening newspaper.” 

Say, boys, any newsreel want a 
good talker? Well, one guy is going 
to get one—-he’s the b. f.-I’m betting 
he’s worn out that corner waiting for 
me. Still there’s one gal that’s always 
ready to put out the arguments, 
that’s vour 


tail organizations. At no time did 
any of these express a desire to elim1- 
nate discounts actually based on 
quantity. What they did object to, 
as revealed by the Patman investiga- 
tion, was all sorts of secret differ- 
entials extended in the guise of “ad- 
vertising allowances,” “display allow- 
ances,”’ or some other euphemism. 

Some observers see a threat to ad- 
vertisers because of the apparent 
fondness of the commission for fig- 
ures, based on that section of the 
Robinson-Patman Act which permits 
price differentials or discounts which 
“make only due allowance for dif- 
ferences in the cost of manufacture, 
sale, or delivery resulting from the 
differing methods or quantities in 
which such commodities are sold or 
delivered.” 

If the Federal Trade Commission 
decides to apply this section literally, 
it will be necessary for manufactur- 
ers challenged by it to break down 
their costs in far greater detail than 
is customary at present. Apparently, 
however, the FTC is going to have 
its own accountants make cost 
studies in some instances, as it did 
in the Bird-Montgomery Ward case. 


Groups Still Buying 


An interesting comment on the 
effect of two adverse FTC decisions 
on group buying organizations came 
from the official of an independent 
retail association. 

“It should not be considered that 
either decision strikes a blow at bona 
fide organizations of this’ kind,” 
commented this executive. “Two 
such organizations are under the 
commission’s ban and one has gone 
out of business. But hundreds of 
others are still operating as usual, 
and there is no reason to suspect that 
they are going to suspend. Group 
buying, both in and out of the chain 
field, is here to stay.” 

There is much speculation here as 
to the innuendo of the commission’s 
ruling in the Bird-Montgomery Ward 
case. For a time the Bird companies 
were selling both retailers and whole- 
salers, and it is common _ practice 
among many manufacturers to serv- 
ice certain large accounts direct and 
numerous smaller ones through job- 
bers. 


Discrimination Is Barred 


The commission remarked in the 
Bird case: 

“The act does not purport to in- 
terfere with the right of a seller to 
select his customers. He may dis- 
criminate in choice of customers. 
Not until there is a discrimination 
in price among those chosen does 
Section 2(a) of the Act have any 
application.” 

The commission 
that the Bird companies erred in 
selling retailers while also selling 
jobbers and mail order houses, even 
while sales policies were in a stage 
of transition. If this viewpoint is 
maintained, observers said, some 
manufacturers may be in for trouble. 

The “rule of reason” referred to, 
however, is depended on by the ma- 
jority to keep legitimate companies, 
operating in straightforward fashion, 
from coming into conflict with the 
act. 


ACT CALLED MENACE 
BY BIRD CHAIRMAN 


Boston, July 21.—Despite the fact 
that charges of the Federal Trade 
Commission against Bird and Son 
and its affiliate, Bird Floor Covering 
Sales Corporation, were dismissed, 
Phillip A. Allen, chairman of the 
former, delivered a vehement attack 
on the Robinson-Patman Act here to- 
lav, branding it a menace to honest 
business, 

Mr. Allen's chief complaint is that 
Husiness men are forced to spend 
large sums to. protect themselves 
from false accusations. 

“The law is likely to bankrupt any 
honest but financially weak business 
which is put on the defensive by un- 
founded complaints,” said Mr. Allen. 
“Business men should rise up and 
demand that the law be amended so 
that the Federal Trade Commission 
| ‘an make rulings without subjecting 
manufacturers to the ignominy and 
expense of a formal complaint. 

} “What reauires and 
‘should be given is authoritative as- 


| * . 
surance as to its rights. 


apparently felt 


business 


LABOR LAW OF 
ENGLAND MODEL 
VIEW OF KNOX 


Urges Acceptance of Collec- 
tive Bargaining 


Chicago, July 21.—A call on Ameri- 
can manufacturers to recognize its 
fundamental justice and accept as 
their own the principle of collective 
bargaining, while striving to amend 
the present law to create dual re- 
sponsibility, was sounded today by 
Col. Frank Knox, editor and pub- 
lisher, Chicago Daily News, in an ad- 
dress before the Chicago Association 
of Commerce. 

Col. Knox, deeply stirred by his 
first-hand scrutiny of Europe, from 
which he has just returned, said that 
in no other way can “labor be freed 
from the vultures’ which have 
swooped down on it in the current 
labor disputes, and enabled to assume 
its rightful rank as an indispensable 
partner of capital.” 


Likes English Code 


The publisher, greeted by a crowd 
which overflowed the ballroom of the 
Palmer House, recommended that the 
labor laws of England be used as a 
model in amending those of this 
country. His subject was “What I 
Learned in Europe This Summer.” 

Col. Knox said that England has 
been through the same trouble now 
afflicting the United States and solved 
it with a law which forced labor to 
assume responsibility for its acts and 
enforce discipline in the ranks. The 
code adopted following a_ general 
strike 11 years ago requires registra- 
tion of every union and its members 
and makes their books open to in- 
spection by authorized Officials. 

This law has ended violence by 
assuring labor that the facts in every 
dispute will be gathered by an im- 
partial court of inquiry and presented 
to the court of public opinion. 


Isolation Is Ended 


Col. Knox also made the startling 
statement that the next war in Eu- 
rope is likely to be between de- 
mocracy and dictatorships, and that 
if the former is imperiled, the United 
States will have to take a hand 
whether it wants to or not. The only 
question will be whether this country 
wants to fight on its own ground or 
on foreign land, he asserted. 

However, Col. Knox is optimistic 
as to the likelihood of avoiding war, 
not because of any altruism in Eu- 
rope, but because England = and 
France are spending billions to arm 
to the teeth and command the respect 
of the continent. 


New Amendment 
to Old Food Law 
Covers Package 


Washington, D. C., July 22.—Sub- 
stituting an amendment to the Food 
and Drug Act of 1906 for previous 
efforts to write an entirely new code, 
Virgil Chapman, chairman of the 
House Interstate & Foreign Com- 
merce subcommittee in charge of food 


and drug legislation, today  intro- 
duced H. R. 7913. 
While the amendment abandons 


efforts to regulate food and drug ad- 
vertising in publications and radio, 
it extends control of labels hitherto 
reposed in the Food and Drug Bureau 
to the package and to any “state- 
ment, design or device contained 
therein regarding curative or thera- 
peutic effect which is false and frau- 
dulent.””. Thus the Bureau could de- 
clare such products misbranded, even 
if the label met all requirements, 


Retains Past Experience 


“All other bills have attempted to 
scrap the law of 1906,” commented 
Congressman Chapman. “Precedents 
and decisions which have stood the 


BS a See 


SCHOOL SLANT 


Hartmann Trunk Company, Racine, Wis., 

is featuring students in new magazine 

copy for its fine luggage as travel-to- 
school days draw near. 


test of 380 years would have been 
abandoned under these new bills. 

“My new measure fills some gaps 
in the old law, while retaining all of 
the features which have stood the 
acid test of time. If this had been 
done three years ago, time and con- 
troversy would have been saved.” 

The new bill leaves intact the first 
five sections of the existing law, but 
adds “device or cosmetic” where the 
words, “food and drugs” are used. 
The definition of food is expanded 
to cover chewing gum and feed for 
livestock. 


Form Santa Fe Agency 


Lee Jones and Madge Van Hecke 
have organized Advertising Service, 
with offices to be opened in the 
Bauer-Gardesky bldg., Santa Fe 
N. M. Mr. Jones was formerly head 
of the division of information, New 
Mexico WPA, and editor of the New 
Mexico Magazine. Mrs. Van Hecke 
was assistant editor of the same 
magazine and also assistant director 
of the state division of information 
of WPA. 


Vance Promoted 

K. W. Vance, formerly assistant 
advertising manager of the DeSoto 
division of Chrysler Corporation, has 
been named merchandising manager 
of the division, succeeding R. M. 
Roth, who will go to Tampa, Fla., to 
open a DeSoto dealership. 


HARTMANN GOES. 
AFTER COLLEGE 
LUGGAGE MARKET 


Racine, Wis., July 22.—As an insti- 
tutional campaign designed to make 
“Hartmann” synonymous with fine 
luggage swings into its final phase, 
the company today is levelling its 
guns on the army of young men and 
women whose thoughts are turning 
to preparations for return to camp- 
uses scattered throughout the coun- 
try. 

In addition, Hartmann Trunk Com- 
pany is devoting a part of its current 
copy to analysis of new luggage de- 
signs which make every traveler an 
expert in the complex art of packing 
and insure clothes as fresh at the 
end of the journey as at the be- 
ginning. 

A girl model whose every line is 
stamped with class and a young fel- 
low representing the ultimate in col- 
lege appeal, from luggage to pipe, 
were photographed to give point to 
the university angle. For the girl 
copy, the caption ingeniously ap- 
pealed to timid freshmen with the 
phrase, ‘First Impressions.” 


Makes Broad Appeal 


The copy said, “The more stun- 
ning the girl, the more likely her 
trunks and luggage are to be Hart- 
mann. For smartness and Hartmann 
are inseparable, whether it’s college, 
abroad, or a trip around the world. 
There’s a Hartmann for every travel 
need, each designed for the maxi- 
mum in carefree travel.” 

The last statement was literally 
true, since specialization is the key- 
note of the day among manufacturers 
of luggage, including Hartmann. The 
latter, for instance, has developed a 
shoe case which holds 24 pairs of 
feminine footwear. All of the other 
new cases, such as the Sky-Robe, 
Bond Streeter, Tourobe and Aerobe, 
make it easy for the novice to hang 
garments up as expertly as the 
trained valet. 

Its current campaign appears in 
Esquire, Harper’s Bazaar, Time and 
Vogue. Underwood & Underwood, 
Chicago made the illustrations for 
John H. Dunham Company, Chicago, 
agency in charge. C. D. Southard, 
Jr., is advertising manager. 


Joins Armstrong Cork 


Alson J. Meredith has joined the 
advertising department of Armstrong 
Cork Company, Lancaster, Pa., as as- 
sistant in the dealer service section. 
He was formerly advertising man- 
ager of Firth Carpet Company, New 
York. 


Hubbs to “Producer” 


George C. Hubbs has been named 
advertising director of National Live 
Stock Producer, Chicago. 


National 
Representatives, 
Edward Petry & Co., 


NASHVILLE, TENN. 


ye COUNT 
We iL0> 


a W'S 


Owned and operated by The National Life & Accident Insurance Co., Inc. 


mt saint f 


ore 


' 


als CARMI ai a 


ai % . -@, of Spy a ie at £ , Sy eee we $ Dil oe , ie ahs qe ir. aa” eS * ) es oS > 
7 ie Pees : % ot alee : nh (ae erie aia be e : , A gt # : : us. aac Sart aoe baer ty ER 9 eer ae 
ie ee sere ielenet es ‘ p a 27 -.. : x ig a , Sag ere, ty, 3 i yt i, y <2 ey A “ i” a eles : ‘ Pe es ee aT eae oe " ge Oe “i tgeae fab 0 i: ar Pi Se 3 Fa i ar one ee or es #4 ; 
sf Le jf, . x ‘ ee re : P 3 5 " : 4 “ x i oe ~ ‘a = * a a a «us 
. Pug “ Y eS. 
“ 
ie 
= 
; | eC fF ji 
a RR A RE ay _ 
hee Neen eee = 
= l | | i 
ees : 7 } 
ya : cigars i na 
a AE ane fe i : eA, Wy ° 
a ae eee Fs 
é ‘ i re 
Fy ‘t) — 
= ‘ 4 
Lie : - ea 
| ia ° } ; 
< é Sd bak” 
‘ NG en oa 
Z 4 : "i 
| is : 3 Gg ee 
"sa -—- | ae. ag 
f 3 * <a 
ener ae a> = e | 
‘7 * + £ # tas if 
ey . * 2 
? ie | 
% a % Pe 
toh ‘  . = soe 
a3 oa’ 7 a 4 ‘ss 4 
Pate ‘ ee: ’ ‘ft 
Pes 5 t ee ~£e - 
ee x 
ee a ' 
» eben reat “4 » ae ‘ > 
Se 2 ee i iy) an ea 
nee 4 eg ag iy iy ap. ie ; ‘ 
oe ed fart is oe NG 7 ; e 
Bieri > 2. oS 
er i i paTr : i ee $ 
ape ae ae, P f 2 Bot Be F 
: ane ies . = 
oa eee ‘ < oe 
se. | ? Fe = og S- ' 
ay | a : ees 2) ie Sg on 
7 5 & ee. Path Serer 
ert 4 ES a eae 3 oe pe cept TP | 
lige hry a ae + nae aan 
= ae : 5 ry z ey . jh nine : 
‘yaa “oN sgl , 
= es cs: ne? 
= . | “er aoe} an : a 
hy | , 2 “i oo He 
‘ — 
"a beeen ee —) aa =) —.  ® 
ae By vee | cs —— F es eo” 3 ge ee , 
eet | eet seh ens . I 
rea : en ee ee . 
Bie Ws ck ‘ie en : 
. a Ne as 4 
aaah I fo) ae 
Yt i 3 << - Se 
Be tas Bi em 5 ea ‘ ‘ 
SS ee 2 Bee ee oo 
aes Saal pee ; ee : 
Onda Pale pA eae as : be ; 
eke ee op ee ee | 
7 Prag eet, F m o ha 
aa | 
pam 
€ Fi a % 

bin 
pe at oe 
= : ' 

Sa i 
: | ' 
le | 
ee LS , 
ae is, } 
a y | 
Beek ys / 
ian 
at oS 
> 5 ‘ 
hs 4 
Wee : 
bo 
Bs © 
Be : 
ae 
2 1 eae 
. 
1. 
on Hei! 4 
ae _ a 4 
SG ¢ 
-: Pee 
ei ed +8 : 

A. 

I ad ol 
<%= a ' 
ee eC as 

ee 
Sa PC 
“ee ; 
es | 
cig aan 
aes 
Bi | PO ; 
Bit ae a 
. | 7 | ae | 
Ae i F 
= 
iy 
Se | 
ie y 5 oc, 
ars 
Bo 
| —e 
— — | 
+ | | 
> ene 
a i | eee 
— 
OO — | 
Be | 
pap ae 
= 
ows, 
a } 
Quills 2 | 
—/ i: 
: | 
nn | 
; ce” S | 
tf es My 
~~ : 
sat a 4 
ee at a 
a 
a 
“ aaa } 
SPS i ood } 
<= ie | 
a } 
aa | 
ae | 
ae | 
Brae | 
ee < cat 
cfroe et 
: bea - 
a 
alls 
dal 3 me te 
aa 
a 50,000 
ie | po 
ee res WATTS 
a Inc 
So ° P 
a ansh! 
ee ow™ wer 
ee suv "dD pO 
: agai | Ts ; 
pa Ban, 
ae SP SC‘iE | | 
2 oe 
aa eee : 
is st A. 
Pe it Sh oy 5 
: oS = oe 
ook RS 
‘ale eer 
i pat SS oa 
Siege ss Lee > 

ae nih ed ‘ . a “ / 
7 Re’S a ie . » Ww _* s ~ ame oe yy’ t 7) ss . e < ‘ > ES - ig xX 2 » ‘ 7 f 

; me Ma i SL AI. ’ ay Se aad ey. es 3 ee y d 1 SSS rt OR a Mh gH ath a SRE * eras, : — Ces RES pee See ee eget t re f , : f : v4 f } Pos > 

Pe ts ee s PEE oman go 22 A a Sere a. cash ee 3h pe Bae, ie we bs . eee é Ties Pe a Rpt 4 ie: Me he pe a 3 cays : ¥ : : PAs ao TAS ? 

, " eae - 9 2 : : 3 = ~ hore ge ic) \ = H , . Ags oars 

bs hes te Re aati : : sg ri 8 ave Be Jats ope ; AS aes ; he ; yf NP : 


July 26, 1937 


i . ee, _ ee Ae 


“ 
eae ee 


er tne. Rae 


method of picture story-telling, and their swift phenomenal 
circulations have made publishing history. 


WE make no rash claims of paternity—cherish no delu- 
4 sions of parenthood. All we say is, we were present at the 
. accouchement, when this lusty bawling infant prodigy first 


i IT 


saw the light of day, and that we so proclaimed the fact to 
‘‘the cock-eyed world” when the Story in Pictures was born. 


Years ago? Hardly. It was a little more than a year ago, 
rather, when we announced that rotogravure faced a new 
orientation. 


All of which is just by way of reminding you that the Story 
in Pictures is now a little more than a year old—and it’s 
here to stay. As a testament, also, of our own supreme 
faith in its inarguable rightness, we offer here just a few 
Story in Pictures titles culled from recent rotogravure 
picture sections: 


It began as an idea—like all other things. The story in 


pictures, we maintained, was a dimensional quantity, of 


length, breadth and thickness, and must include more than 


; Can You Name 13 Persons Who Might 
one picture. 


Inherit the British Throne? 
Lindy—Ten Years After 
Before and After the Great War 


We didn’t invent anything. We only found words to 
describe a principle that was already getting a toe-hold 
in many places. So, our contribution was solely in the 
interest of clarity and emphasis. That, and giving the 
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Wings Over the Atlantic 
baby a name. 
Dancing Daughters 


The Story in Pictures ! Sport Time in Hollywood 


Well, its genesis certainly started something in the pub- Hawaii's Seagoing Cowboys 
lishing world. North, South, East and West, the roto- 
gravure sections of Sunday Newspapers adopted this 


dimensional method pictorially of telling a story, and almost 


Love Is Still Sweeping the Country 


synchronously a weekly and a semi-monthly sprang into 


being—Life and Look. They, too, followed the dimensional Yes, the Story in Pictures is here to stay 


—-—weekl 


Color Additional or alternate papers 
Metropolitan Boston HERALD e Buffalo COURIER-EXPRESS 

Sunday Chicago TIMES @ Detroit FREE PRESS @ New York 
Newspapers, Inc. HERALD TRIBUNE e Si. Louis POST-DISPATCH 
Washington POST 


Metropolitan_, 


Baltimore SUN @ Boston GLOBE e@ Buffalo TIMES e Cleveland PLAIN DEALER 
Chicago TRIBUNE e Detroit NEWS @ New York NEWS e Pittsburgh PRESS 
Philadelphia INQUIRER e St. Louis GLOBE-DEMOCRAT e Washington STAR 


Y 


New York + Chicago 


THE LARGEST CIRCULATION IN THE WORLD OF ANY GROUP OR MEDIUM 
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Michigan Plans 
Third Campaign 
on Tardy Taxes 


Lansing, Mich., July 20.— Plans 
were being made today for Michi- 
gan's third advertising campaign to 
delinquent taxes following 
recommendation for the campaign 
by the state administrative board. 

The new campaign, to use news- 
papers, radio and posters, will be 
centered on tax delinquent property 
owners who face the moratorium 
deadline Sept. 1. Amount to be 
spent on the campaign has not been 
set. The two previous campaigns, 


collect 


involving expenditure of more than 
$100,000, emphasized possible savings 
through avoiding delinquent penal- 
ties and brought heavy increases in 
tax payments. 

The legislature also appropriated 
half a million dollars to stage the 
1938 tax sale, of which $300,000 will 
be spent in property description pub- 
lication. 


Raynolds to London 


Edward M. Raynolds has gone to 
London, England, as_ director of 
the marketing and research depart- 
ment there of J. Walter Thompson 
Company. Mr. Raynolds has been 
associated with the Ross Federal Re- 
search Corporation in Minneapolis, 
Chicago and New York for the past 
three years. Previously he did mar- 
ket analysis work for General Motors. 


“Press-Scimitar” 


Takes Over WNBR 


Station WNBR, one of 10 South- 
ern stations to become NBC-Blue net- 
work affiliates, will be taken over by 
the Memphis Press-Scimitar Aug. 1. 

The Memphis Commercial Appeal, 
also a Seripps-Howard newspaper. 
which has operated WNBR, already 
operates WMC. 


Hanson with “Digest” 


Rodman Hanson has joined the ad- 


staff of 
cover New 


vertising department sales 
The Digest, and will 
Jersey, eastern 
land, and Washington, D. C. Mr. 
Hanson was formerly in the Chicago 
office of the Northwest Paper Com- 
pany, St. Paul, a Weyerhaueser sub- 
sidiary, and was previously Western 
manager of Town & Country. 


Pennsylvania, Mary- 


Paul Holder Resigns 
From McCann-Erickson 


Paul Holder, co-art director of Mc- 
Cann-Erickson, Inc., Chicago, has re- 


signed from the agency. 
Mr. Holder will go East, according 
to his present plans. 


George Grant Appointed 

George P. Grant, formerly with the 
Pittsburgh Press, and Sun-Telegraph, 
has been appointed production man- 
ager of Beverage Retailer Weekly, 
New York. Dan Griffin has joined 
the advertising staff. 


Big 4 Names Agency 


Ernest Frank & Neiman, Chicago. 
has been appointed advertising coun. 
sel by Big 4 Advertising Carriers, 
Chicago. 


LOUISVILLE BUSINESS 
CONTINUES TO GAIN! 


During the first weeks of July business activity continued well 


above normal in the Greater Louisville Market, Kentuckiana. 


Louisville, the trade center of this area, reported that average 


retail sales continued to show an increase in volume over a year 


ago in many commodities. With wearing apparel and furniture 


sales leading the advance, averages ran around 20% above 


this time a year ago. Slight recession was reported in wholesale 


sales and the volume was reported to be running from 18 to 


20% higher than last year. . . . Building permits for June 
totaled $650,191, an increase of more than 300% over June 


1936 and the largest since June 1930. . . . Manufacturing 


operations in many plants in this district reported operations 


well above seasonal levels, some stating that their volume is 


so heavy that they will omit usual Summer shutdowns. . . . 


These prosperous conditions make the sales opportunities for 


your product in this market unlimited and your promotion can 


be done effectively and at a small cost through the only media 


which effectively cover this area . . . 


THE COURIER-JOURNAL 
THE LOUISVILLE TIMES 


Represented 


Nationally by 


THE BRANHAM COMPANY 


we AS EDWARD PETRY & CcO., National Representatives 


WEEKLY PAPERS 
PONDER GUILD, 
UNITED FRONT 


Detroit, July 22.—Action to enlist 
the National Editorial Associatton 
with other newspaper organizations 
in the fight to resist editorial en- 
croachment of the American News- 
paper Guild was referred to the board 
of directors as the 52nd annual con- 
vention wound up here yesterday 
after a lengthy discussion of the pro- 
posal. 

In declining to endorse the pro- 
gram on the floor, the association 
ignored a recommendation of the 
special committee appointed at the 
opening of the convention Monday. 

Will Loomis, publisher of the Citi- 
zen, La Grange, Ind., former vice- 
president, was elected president, suc- 
eeding Clayton Rand, Gulfport, Miss. 
White Sulphur Springs, W. Va., was 
chosen scene of the next convention. 

The Guild subject came into the 
spotlight when James G. Stahlman, 
president of the American Newspaper 
Publishers Association and publisher, 
Nashville Banner, extended an invita- 
tion to the association to join the 
committee of which he is chairman, 
which met in Chicago recently. With 
appointment of the NEA committee 
to study the proposal, enthusiastic in- 
dividual endorsements of the plan 
were extended from the floor. 

In the waning minutes of the con- 
vention, however, the membership 
declined to act on the favorable re- 
port. 


United Front 


Another highlight of the conven- 
tion was the plea of Mr. Rand, urging 
the association to develop a plan of 
solicitation of national advertising 
through a united front for the weekly 
newspaper field. 

The convention also heard a galaxy 
of prominent speakers including H. G. 
Weaver, research director of General 
Motors Corporation; William  S. 
Knudsen, General Motors president, 
and William J. Cameron, Ford Motor 
Company publicity director. 

Mr. Weaver explained methods of 
the corporation and urged publishers 
to adapt them in their own work. 
Giving the buyer more of what he 
wants and less of what he doesn’t 
want is as vital to the newspaper 
business as to any other, he declared. 

Mr. Knudsen and Mr. Cameron 
both defended corporations in their 
relationship with labor and urged 
publishers to aid in a vigil against 
seizure of control by this “new labor 
movement” which, if successful, will 
generally lower wages. 


Proposes 


Walgreen Appoints 
Publicity Director 


Walgreen Company, Chicago, drug 
chain, has created a publicity de- 
partment through which contacts 
with department heads and other ex- 
ecutives will be arranged. 

Arthur Behrstock heads the new 
division, 


Coca-Cola to Launch 
Program Over CBS 


Coca-Cola Company, Wilmington, 
will return to the air early in Sep- 
tember after an absence of 18 months. 
with a variety program over Co- 
lumbia Broadcasting System. 

The show will be 15 minutes, Fri- 
day nights. 


Hoof Names Gray 
Hoof Products Company, Chicago, 
manufacturer of automotive and in- 
dustrial governors, has appointed 
Russell T. Gray, Inc., Chicago, as ad- 
vertising counsel. 


In Balbomore tts 


AL REPRESENTATIVES 
RD PETRY & CO. 
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Much of the editorial Copy appearing in The 
1- Earmer-Stockman is prepared in 4 portable type 
- writer on a Pullman table. Facts are gathered in 
- Washington of Detroit or St. Louis. They are 
; written in Illinois, Missouri or Arkansas. But they 
come to the readers of The Earmer-Stockman with 


a distinct Oklahoma and Texas slant. 


+ six months of 1937 thirty-four major 
conference and speaking appointments were me e 
and kept by the editor. Included in these were 
meetings with extension division officials, bankers 


groups, chambers of commerce and farmers OF- 
5 in Oklahoma and Texas, helping formu- 


During the firs 


ganization 
late plans for a sounder basis of agriculture In the 7 
rs 2 eon ah il i . ry £ q 


Southwest. , 

: P te a 
Of wider scope were the meetings of national im- py = a, 
d by the editor. These included ead 
three conferences called in Washington by the 


Secretary of Agriculture to (1) discuss terms © 
the next farm bill, the now pending AAA Act ot 


1937; (2) make recommendations 
ancy bill, and (3) discuss ways and means of affect- 
ing wheat acreage to be sown in the fall of 1937. 


The editor was present also, upon ‘nvitation, at the 
farm Chemurgic Council at Detroit and secured 
at that meeting the assistance of the national group 


in organizing 4 state unit. 


portance attende 


Th mer- 
hat enables |ne Farme Farmers are buying today in the Southwest 


ers On the pulse of the with the greatest income from wheat they 


+ is activity such as this t 
ed since 1928. A continuation of 


Stockman to keep its fing 


constantly changing picture of agriculture, both have enjoy 
locally and nationally. It is this faculty for keeping this buying wave through the fall and winter 
has made The Farmer- is indicated on the strength of prospects for 
the best corn,cotton and feed crops since 1933. 


abreast of the times that 
Stockman the preferred farm paper of the South- 
west with the greatest Oklahoma-Texas circulation 


of any farm paper. 


Th 
e F A 
RMER-STO 
_ THE DAILY OKLAHOMAN | ING COMPANY _ 
OKLAHOMA city Times . 


| 
| 
| 


e. a ns a © of ae ss" eee  ) all A = ee s a ie , » <i a * gaa §' ai ie 7 er n 
¥ : a 2 5 M8 - A Ae a catin ¥ ra A ra 4 ms . PS 
| 5 Ps oe oe ae’ aoe. i We ie ee ae ee Sa - Sm ‘ 
ee ; ? SS es ieee a GSS Wn aller age ee # me fy xe am is ‘ : 
Zz t ae ‘ M4 as % - : Ca red ¥ : Pi at, ky c oe Z Ss 
eae 2 a : na “. ikl 55 < he 2S tie fae i ag ‘ ie. ‘ith state fy iy > ie ale oe a 7 
, : pk Be 5 RS AS ge toes ot Get 5. a lA? fi eee ie: sk nt, ee ea 
\ 37 yeni: x i. ras ve ‘ Se 3 A a. i id ae ee J a = 2 
—. . - ¢ 
- et 
———$—$—<— ; 5 
“a ee -. ee a . 4 é 
j ee S Pe : ee gay id o Vee te ie f 
i 4 4 Fa c t + i 2 5 ig ie : 
: ie Ny e : ts - , i Ag 4 
ER TE BP eae e 5 ae = oe? a 3 . a. ’ 
aa 2 RS TP ‘ = % F “ e », er 
Boge oy ae . ‘ Py <a E ini — : 
ES ae ¢ s ble | a ef > — a. 
li : xe pos en. el Gcee a me a 
ist i an a i “a 
a ae ae F “a tae 
ns : a ; “ ; 
: ? ‘ : . Se Uy { + ee eee “ 
en- , } : of; : 7 es. Z : — 
Wws- as” ] 38 aes oe > -sS ‘ 
- : eee a se -_ | - a | fr 
4 vs Pe. aia bi 4 
on- . i. ? Tse 
lay as : 6 ri ‘ 
ro- - = : ; - 
a i ob 4 > 
* ’ Pg Og te ale di ; ; eee ; 7 a oy * 
bro- 3 : | a ee ee he 3: ial : .? 3 - ¥ 
lon f et aah Prauber 'S “s 2 ce i Z cual - a st ae 
the . a re pe rts y : ee ae res » : 25g é — i 
: : le - = 7 : ~ ve E f . F . 
the ; ae, eee a , o> lle i £ eee 4 
* / nse ee hci heats “ay « Beat € : , a 
; 4 epee th hd if : ; a. —— Ri - . ae oh 
iti- SOR. Ga eee a : ss 
Sy ot ne , eerie : ae a ’ & ae ; 
ce- ‘ yore | Se ie eae a ie ’ makes > 8 ie 
ne oe Baas | “ty = 
Ac- ee.) ei eee s 
iss cae ae ye f | ae 7 
‘ z * ‘ # = ¥ ‘ “4 +" 
as ; : =P = * ee < H . ¥ 
on, ee 8 a ‘ : 3 | 
h Bd iy. OF =. —~ | Z 
; ae nck #2 ia ¥ eo : : . ‘ . : 
e , af rs: a2 @ Tie Set ae Ries rs Per ’ ees a * ; P r 
an : ae ae ee * aie ages _ ae ae os mee y , ‘ F a a , 
4 | ‘ Ase ite Pec: ae a A i et 7 ema a Bas eB, = Tob ba ae te ne Ze : ‘ , F 4 ; 
per i aeaiigey ee ee ee i ae en ee gy ot, a a —- eyes a j ; 
“WEA eer ees ge De (rete ties td Misia . ae edie: SE eee SS ca ene on Sid os 5 , : : cS oe & ; ; g 
er, i = ae ere in Ce aren. Ee i ee ak : tye ts , ee] ey eee ‘ i ee ~~ Pe 
Be cera Ppa oe rae SMR rae a se ean babes Bee ay Bie eee nS ‘ ; ; Pe R : f 
ta- Fas Pe AR Se are eo. were ci : , i ee Fe: as . " unl . 
eee 8s aia ek pc aes ae pees a aly ee - ; ee ek ee et ee \ Paes a y ag : : | 
he — ee ie Ee SE OR est Oe eae : Teese, (iit eee —< ‘e . * R 
- , De Sani Phe ye Sat . - . eric. or ts senge a ae oH ‘ . ne a Cis a 
‘ » ee e : = ae : a e et ad 2 : we. 
ith Seanie ae Pee ain ae Ke pe a 
a Sinker oe Oe ae tie Se Ft amg Ril Tm od ¥ y 4 i, ‘ - : i 
te Te iat nt Sa aa ee ¢ ae i. 4 , -— ; sig 
€ als Se ; oi Pa Be Ec ? .. es iy a ae oi 2 . ue 
; ; Le ee : % % $e ES cs q 
in hase : a = : : . . : : | 
an an A 4 . SS. Be * i : 
a ey Picip: en tiea P € ; a 
) eee. eee ane . ae % 7 ar : 
~ BA S98 ep Sy ere a ice ean : ; = ay * re. i ae 4 
Dy, A ee. ee Fe Ae aay Te ey Tf .~  —— : . a ee! : 
‘ ss fo ee Eee on pe Biers ee et 3 by és . A ‘ BS 
shih re ii eee * aa it xe " ‘ ; es eee 
eo ‘yh a ign 
— s : Se F Ps: ig il a am — ; : ss es, ‘ i ee oe gee jaa 
f ae oe Me i , % : : . 3 a ro 2, ik ja, Dae 
r gut i “ i : : oe F % or ae fm: 4 
« a ae. Be : —_ hal sete E 
i, aes: oe ; mM 2 3 3 Bi eget er 
aie : ‘ — >. Be all i 
— S¢ we es fa at ae 3 3 3 F 3 % , F a 
~ a eS q ee raed Sod Gall 
Pte | Fate, : 5 F a a ihe “2 
aes Ts ey Bee eh es BGS : . ; 3 + an mae <n 8 
- oe ae Loy ee ee ae eel ria 4 oe 4 ‘ ed Ba 
Py : Eien” "ae <3 . as . 
. teeny eee 4 ‘ Be ts — 3 
ay i Ga eae ae ; “a, cree i : ae 
PT cae a ee Bee . : 
; Pe Ta" ag aaa oe oes Bs # 
ee eee ena: E id “ii 
De eee Ts i ae . hae 
e | See see ‘ ae ome 
nt hy he : Ee is 
iy, as ae ayy | : ‘st got 
a oe 
. eS ae : 4 morse 
ba Peseta andl Yk A / 
i Ge heise a é : _ 
. tee ane au 
Ex a prs ee ach 
Pica 
‘ Pt ages ae 
. it ose = 
fi ai Ve oan 
i SSeS 
ao Bree” i 
0 : , . { 
adie 5 Pa a> ; x 
e 5 AT ie es 
a on IE oe gt ae I aw i 
; e 
ee 
oe 7 
; a 
cae 
oleic: 
Cae on er 
aa 
oe 
ee , “ 
| a ie 
a Stag 
2 gpk ae i 
ie 
Pett 3 
ak —-. 
eae 
+ ee 
Bitpaes - 
: re: a 
a 9 ee 
e a cael 
1 
ve poe 
> os 
ag 
6a ne 
al . 
as eae % 
. z 
Po : eae, “a 
a 
j i 
F Sah 
. =e 
ae eo 
a> bee 
: ae 
* asia ss 
i fe 
Sec. ee - 
of = se 
. a 
ae oe bar 2 
, : a ae 
se ae 
ay awe rs 
ss =i a oi 
/ Mige aes oo * <9 VE EAPRESS Bn Se 
ys ad mH Fie 7 as") ones: a 
|, CORRS a we os Y 1 wey ' dae reat af 
Ma ate es oS aT city sea & ha 
2 ; coo 7 pits “ ‘ . ae Shs SE a PE rice <a ia ira GE Mie enter oC Remon” oy Geminis tad bse ass ae Peat Pegi tics Metre ogee frees r a ae 
2 nal ara 28 roe! estes bys Go este we. ‘ $ ame Age “ SL oe Pe OF a vie of ee ae, ets eh eG lig ea Me did Para eR vty ; Pe oh ey Hs oe 
, Ment yeas Ee BS A nh acy ee eC cae Phi Gale Ite ME SAE rein eee roles Spit eae et (ee he eS | A ol pai ra Se. 2S ae 


Baas 


ADVERTISING AGE 


at 

¥ 
ee 
Dn. ae 


July 26, 1937 


First Coffee Copy Reveals 
How Not to Write It Now 


New York, July 20.—Over-exuber- 
ant copywriters, who indulge in oc- 
casional flights of fancy, blushed this 
week when they examined what wag 
said to be the first known advertise- 
ment for coffee in an early 18th cen- 
tury English newspaper. 

After explaining the nature of “the 
grain or berry called coffee, which 
groweth on little trees only in the 
deserts of Arabia,” the advertise- 
ment, brought to light by Now and 
Then, new monthly picture magazine, 
says: 

“The quality of this drink is cold 
and dry, and though it be a drier yet 
it neither heats nor inflames. It 
closeth the orifice of the stomach, is 
very good to help digestion and there- 
fore of great use at about three or 
four in the afternoon as well as in 
the morning. 


Steams Up Enthusiasm 


“It quickens the spirits and makes 
the heart lightsome. Is good against 
sore eyes and the better if you hold 
your head over it and take in steam 
that way. It suppresseth fumes ex- 
ceedingly and therefore good against 


the headache and will prevent and 
help consumption and the cough of 
the lungs. 

“It is excellent to prevent and cure 
the dropsy, gout and scurvy. It is 
known by experience to be _ better 
than any other drying drink for 
people in years or children that have 
any running humors upon them as 
the King’s Evil, ete. 


Everything and More 


“It is very good to prevent mis- 
carryings in child-bearing women. It 
is a most excellent remedy against 
the spleen, hypochondriac winds or 
the like. It will prevent drowsiness 
and make one fit for business, if one 
have occasion to watch and therefore 
you are not to drink of it after sup- 
per, unless you intend to be watch- 
ful, for it will hinder sleep for three 
or four hours. 

“It is observed that in Turkey, 
where this is generally drunk, that 
they are not troubled with the stone 
gout, dropsy or scurvy, and that thei: 
skins are exceeding clear and white 


It is neither laxative nor restring- 
ent.” 
Whew! 


LABOR PAPERS 
UNITE IN BID 
TO ADVERTISERS 


Representative Proclaims Po- 
litical Independence 


New York, July 20.—-With member- 
ship rosters higher than ever before 
and enjoying “widespread wage in- 
creases that have tremendously ex- 
panded its purchasing power,” organ- 
ized labor this week made a bid for 
national advertisers’ support by spot- 
lighting the readership of the na- 
tion’s labor press and asserting that 
new “recruits to a higher American 
standard of living are waiting to be 
told what to buy.” 

Labor’s decision to reach out for a 
share of national advertising dollars 
was signalized by the appointment of 
Federated Press, New York, daily 
news agency of the labor press, as 
national advertising representative 
for 51 labor papers, daily, weekly and 


New York °* 


Chicago . 


Detroit * San Francisco 


wae e. ie 
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@ If you are Journal-wise you can easily build sales in this major 
market. For the Journal breaks down resistance walls, opens new 
buying-power doors, makes the Fourth Family sales-securable. 


The Fourth Family, represents the plus coverage of the daily 
Journal in Portland. (With a circulation lead 31% in Portland the 
daily Journal reaches 4 families to every 3 families reached by 
the second paper). It's a very rich family—spent $20,630,000 
alone in Portland retail stores last year. That's why Portland mer- 
chants concentrate in the Journal. If it’s the best paper for them 
it seems reasonable, doesn't it, that it is the best for you. 


™ JOURNAL 


REYNOLDS-FITZGERALD, Inc., National Representatives 


Philadelphia * 


PORTLAND 
OREGON 


. Los Angeles «+ Seattle 


PLAYS ON POSITION 


Greatest Show on Earth 
OPENS TODAY! 


MACY’S JULY 
HIT PARADE 


*Limited engagement! 

* Largest “summer stock" on B'way — 
300,000 “‘varieties"’. 

*168 ‘'specialty acts’ (168 depts.) 

*10 stunning “ floor shows". 

* Continuous performance, daily except 
Sot. 9:30-5:30... Thursdays special 
evening show ‘til 9. 

* Admission FREE! 

* Broadway ot 34th Street. 


R. H. Macy & Co. spotted this unusual 

small space copy on newspaper amuse- 

ment pages, where theater and amuse- 

ment addicts found it among other 
current “attractions.” 


foreign language, claiming an ag- 
gregate circulation of 670,019 with 
coverage extending from New York 
to California and from Alabama to 
Vancouver, B. C. 

In outlining its plans for soliciting 
national advertising, Federated Press 
proclaimed its “independence of any 
tie-ups with political groups or any 
faction of labor officialdom.” It is 
partial to neither the A. F. L. nor 
the C. I. O., “serving papers of both 
groups and a friend of both.” 


Buying Power Raised 


“Labor’s recent victories have 
raised wages, shortened hours, in- 
creased leisure and security, raised 
living standards,’ Federated Press 
said. “Even the men close to the 
bottom of the scale in the industrial 
field are now potential customers of 
the things that make life good. A 
sense of security and the few dollars 
above a ‘subsistence wage’ are creat- 
ing thousands of eager new custom- 
ers for household goods, labor-saving 
gadgets, medicines, toiletries, radios, 
automobiles, clothes, good food and 
drink. 

“Even before such a large percent- 
age of the workers of the country 
were organized and articulate, an in- 
fluential labor press existed in many 
areas. But now, with the tremendous 
increase in labor’s organization and 
strength, the labor press is becoming 
every day a larger, broader and more 
influential factor in the lives of work- 
ing Americans. It is read avidly, 
passed from hand to hand, kept from 
week to week. Labor owns it, likes 
it, believes it. The only effective way 
to reach the labor market is through 
labor’s own press. Advertising in the 
labor press not only reaches labor— 
it earns labor’s good will and con- 
fidence.” 

Many union initiation pledges con- 
tain a clause that union members 
should make every effort to buy goods 
manufactured by “companies friendly 
to labor,” Federated Press pointed out. 
This does not mean, however, it ex- 
plained, that acceptable advertise- 
ments will be limited to union-made 
products, but the labor press. will 
neither accept nor solicit advertis- 
ing from manufacturers who are 
“unfriendly” to labor. Officials of 
the Federated Press indicated that 
no definite yardstick was as_ yet 
available for determining when a 
manufacturer was “unfriendly” to 
labor. They also said it was not 
possible at this time to state whether 
or not advertising would be accepted 
in the “hypothetical case” of a manu- 
fecturer who desired to tell his side 
of a labor dispute. 


Doherty Appointed 


James M. Doherty, Jr., former ad- 
vertising director of Toilet Requisites 
and recently connected with Chain 
Ntore Age. has been appointed adver- 
tising manager of Cinema Arts, new 
motion picture publication. 


Lockwedge Appoints 
Swafford & Koehl, Ine.. New York, 
has been appointed advertising coun- 
sel for the Lockwedge Shoe Com- 
pany. Columbus, O.. maker of Dr. 
M. W. Locke shoes. 


Foster Appointed 
Frank P. Foster, II, formerly mer- 
chandising and sales promotion man- 
ager, WINS, New York, has been ap- 
pointed sales promotion manager 
of Hearst Radio, Ine... New York. 


LOCALIZED COPY 
TEST LAUNCHED 
BY DICTAPHONE 


New York, July 14.—After an ab- 
sence from newspapers since 1928, 
Dictaphone Sales Corporation, New 
York, has launched a test campaign 
in the Chicago Tribune, New York 
Herald Tribune, and New York 
Times, to run probably through the 
summer, with weekly insertions of 
340 lines. 

The current campaign differs from 
the six-month drive used about nine 
years ago in that it stresses the idea 
of “Let us put a Dictaphone on your 
desk,” and if it “doesn’t prove its 
profit-making possibilities . . . we'll 
take it away. . .” 

Copy used in 1928 was primarily 
devoted to selling the idea of the Dic- 
taphone. Now, the company feels, 
most executives are well acquainted 
with the machine, but haven’t gotten 
around to getting one for their own 
desks. 


Copy Is Localized 


The new drive resembles the old 
campaign in its localized quality. 
Current copy in New York uses illus- 
trations familiar to New Yorkers— 
such as Radio City and a Fifth Ave- 
nue bus—while Chicago copy shows 
the Palmolive bldg. and a Michigan 
avenue bus. This localized quality 
was apparent in the earlier cam- 
paign; each insertion was divided 
into three mats—a caption with local 
appeal, a body that was uniform in 
all of the advertisements, and a sifg- 
nature that was localized and bore 
the dealer’s name. The 1928 drive 
ran in 26 cities. 

Magazines have carried the bulk of 
Dictaphone advertising in the past 
several years, and the current news- 
paper trial does not affect the sched- 
ule. Business Week, Nation’s Busi- 
ness, News-Week, and Time carry 
two-thirds page space, and Fortune 
copy runs in full pages. Magazine 
copy features testimonials, with from 
three to six users appearing each 
time. With each user is given the 
name of his company and his position 
there. 

McCann-Erickson is the agency, 
with H. A. Thompson account execu- 
tive. 


Don Herold Company 


Makes Personnel Changes 


The Don Herold Company, Inc., 
Direct Mail Advertising, New York, 
has made the following staff changes 
and additions: Lyman Templeton, 
formerly Eastern sales representa- 
tive, has been made sales manager. 

Dana H. Bigelow, formerly assist- 
ant advertising manager of Review 
of Reviews Corporation, has been 
appointed Eastern sales representa- 
tive, with headquarters in Philadel- 
phia. W. V. Brown, formerly head of 
his, own agency in Columbus, has 
been named Midwest sales represen- 
tative, with offices in Chicago. 


Complete Broadcast- 
ing Facilities Wired 
and Transcribed 


TRANSAMERICAN BROADCASTING 
AND TELEVISION CORP. 


JOHN L. CLARK, PRESIDENT 


NEW YORK 

521 Fifth Ave. 

MUrray Hill 
6-2370 


HOLLYWOOD 
5833 Fernwood 
Avenue 
HOllywood 5315 


CHICAGO 
333 N. Michigan Ave. 
STate 0366 


ha Dl A tae alt tC 


LE ee ee 


Sea ee ee ae a 


a a ee i pein ic ae an] She 4 Ta Bal si ch tM Pe sb. G : : : i ack . CA ile ‘ me a E : és yee See 
fe ot ss oi The ee ; ay ; rou <a : PE site or »} é ; . He ” ie & des Bare ae Veen rd Ag ba 
MOS Stet ans 0 aap atg 7eee “ee Pit Oey we : ee eit, he PW ii: se ies Se —— . Se pRy a Rye aber : 
= % as ee te. «a oe cae PuRNe k, ieee eink ie at t a ac = ‘ a oat es Hs ve, eae. + e e y Yost it, Se Me : ys 2 : ; ee Se ~ - ore ¥ 
: : 335 . i ” ‘ - oe Tae =o TS ee Cia? Pe » ae Sas ay RS Oe Ee AAG oni” 
3 . 2 ot aR 
—_—_—_—_—_—_—— eee -—— I ————— OO ‘ 
ae ————— : 
ee 
= anaes | 
| a 
4 
ee | 
a | ———— 
| 4 
=— i 
} - ; 
‘k . Pe 2 A é 
4 2 [rae 
3 cM 
Hors : % 
aries’ ¥ 
wes F 
af q 
a | 
Bs y 
i? ae 
ee: | 2 
ae "A A : <a / p 4 
ms) oi te er , EH ASA pesca Ee 
¢ i facshy F pi il r ‘ee tie speaks eras ie ¥ oa AAR | j ag 
cor i ai 2 ; tis ee ‘ peers % ¥ aISG Stk % at id Sct ; : @ 
ee 553 fo oe EAS hres 4 alga re ee a we 
. Fk PP OT ae mer . ew te ee 
— " * : Bs TNH ae eae ih 5+, y 
ba arto rex Pere | pi Pssdace j is 
sig fas 0 Viz ] F it a ites ; we 
ee Fi E A ITRA N ai d ees eee - 
= = f . i a es otek ss? OF BPH . Be 
a Be sae ; : ; | OMS SE Se Siar AE NM Me 7 ; ee phe. E ve 
ak I Ie AD, SORE Ss S 
ee . TOM i Bn ~-- a ee ee ee =) . a aa 
” f ys 7 bt 2 = © oe Z ae,” | Pee 
=f RS. » : Ba ak . By 
a t > ee eh af &> Be ra ae Berea NENTS 4 ee 
a pial ; ] RR Ree a Scere a 4 a? 2 eae i < ae — ee 
o2 3 Pe ee Pd Bas? hey a8? Le “sz 4 eg ens __ — # 
: » Fo 2 a 1 : ct * : ses! 
s Bi i ania ws ‘- fie oo 7 Sony 5 - ae q Peis 
are YG q a oe ee cg di SY ioe ie 4 ae 
ie ' A oe ome ES 7 Bx i e 
sd me aS. : * re CY: Sie ie 
es ¢ m % ies : A ¢' tad 5.3 ree Re ° €3 h 7 ; Ss i 
- eee Sal Ne ow . : is os ie 
b oe : Hes ‘i : RT oe, tae $ ‘i “ rR, ? Be 
ee ares efi " oe *} » g tp fy woe bo 7 ae J | ‘ Pee 
> ae ys d E = Bax Cpr Me ya te 
a i ‘i hy | J NRE ee x. » _ 
se oa re it . ) y £38" aa 8 wy e” ¥ ae 
a ol aM ee ay es PR ou ee dy ay 
. a a i Ey i oe me) ie fe | @ 
cc ai a Fa} ba? a ee . AS eee Se ae <n j ee 
ed ‘ ‘ ? >3 > onl 4 : sei Be Rc ky a Sees F vie 
é [as ie i “at es oe 7 a = el spit ee ares: 4 f ee 
ae (Ma PP? / <i ciokae aen We eM Sat RC a. vf g 
a f. § é ane Ty iat 3 iro ‘ , * if 
ao pf Neate 8 Bes 2 
"as j 4 as * ‘OD | Sa Ly. (8, F535 6 C8 oe & r ey yo q J ar , we Pa ie 
ee : 4 ye we M ve é 3 re Ane a ‘ oP eee * % 
3 uF ie ve a iy ke me s ’ bt: gee aa ¢ Pee SF" : | E 
4 3 Date sa ; iF } 5 Re oe: 4 a ; : } Be 
2. ee a Re thro: fe hip Baan ci <a, “amen yh Ge, ( est A c ee 
Fe a NPG Pe aie A RCT oo fae : ‘ i: Hi: ve a 
= Po Ne i 9 Ly? do Bee | | & 
Be % Hy deere: 44 Pe oe ee aC le he Brg 4—= | i 5 9 We | B ee 
i ‘fe a leas ‘ wy , ag : g Rg { . Po coal > = DAs | 1 ee 
me al 3 r 5 ; stipe fg , es Wea - P a4 a 4 a 
bo : if: ? we, 3 log a Say Me i WeidiagD t hy Jape - iS ae Gar 4 es 
os : i ns RY, i : Os ee an EP a ri “pape BE e 
ae - ~ ‘ Ba ae ei - * RS 2 y . we y oa & iit As a ED & <a St \ ge 
sda i te % ~ , (25 ‘ oer We a £1 4 4 wre 7. Bes - i j 
Baoe 4 : aes ae Pty, ‘ ae rie Sa % S, F Yea ae ES, # ie k ie 
ee Sy é Acar ‘ eh 4 -¥ EG gh . pe = t 
2 Se » Page Bee <2) ae we ED F SRR ec AMS a\ ee 
sai ot , Naw OB 6 Aa Oo A ee ey ay 
— a —} , Se ® Se ERNE! Oa Pee as. he | ee, 
a a < . Fre, ne 7 ¥ he oe, pine! "hago ee 5 i a | y 
sh : sy! Ze) -S oY wi IO 
Ea ‘@ , “- EE “ew aan ay aa ‘ $ fe ast f , iw i- 
ie: ad Sole, _ . ms < a s ” s 3 f Fee 
3 me Vy. e < g et! Coal Ph Se Se — 4 4 as ed 
— Ved OF oe tha ep OO Bes | 
—et — = a | j 
a ’ A 
ian et, Ll 
‘i | 
ae ee 
ne 
Rens a 
fia =a Sea 
: a 
as — 
= 2s 
& i bes eur 1 
eee 
ae | 
Pca . 
agg | | 
cao ae 
a | 
Rr 2 ey 
ee, | 
oF oe eae 
a aaa ce 
“te a. 
aes rigss x bs 
. 4 ee f nae om : y gene) ; ae 2 z ‘i ae cu 3 R ‘ aie = ee ei ee re : eee ote IL . i 2 : , 4 Ls den i oy Faeroe 5 bi: : She a Sa the 
; 5 ae ae 2 aoe 2 Spica sd a é 2 ai ie eh e igen 7 tary aes Setar Pa eet ; “3 h 4 é ane ines ee ve yes 


NG 


ee ee ee ee eee Te ee eS 


On September 12th, 3 great Coast newspapers join THIS WEEK’S 


original 21 papers... Extending its sales influence into more than ce 


5,200,000 homes in 24 key markets from Coast to Coast... And 


offering a still stronger reason for shrewd advertisers to buy "4 


THis WEEK, and get— 


MAGAZINE POWER, NEWSPAPER SALES PUNCH 
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Parr Announces 
Suspension of 


5 Star Weekly 


San Francisco, July 20.— Sus- 
pension with last Sunday’s edition of 
Five Star Weekly, color supplement 
distributed through 94 newspapers in 
six Western states, Hawaii and 
Alaska, was announced this week by 
R. E. Parr, general manager. 

Launched in January, 1936, by M.C. 
Mogensen, publishers’ representative, 
Five Star Weekly was presented, 
among others, by the Portland Jour- 
nal, Spokane Chronicle, Seattle 
Times, San Diego Tribune, Denver 
Post and Honolulu Star-Bulletin. 


A Co-operative Business 


Under the plan, publishers pur- 
chased copies of Five Star Weekly at 
a fixed price and shared co-opera- 
tively in its advertising revenue. A 
few months after Five Star Weekly 
was launched, Mr. Mogensen sold 
control of his representative organ- 
ization to West-Holliday Company. 
A month later Acme Color Printing 
Company purchased the supplement 
and Mr. Parr was named general 
manager, with Mr. Mogensen national 
advertising representative. Subse- 


Library in Trailer 
Tours to Spot Riches 
New York, July 21.—Reput- 

edly the first company to use a 
trailer as a financial library, 
R. M. Smythe, Inc., has added 
another commercial use of the 
trailer to the rapidly growing 
list. Outfitted with duplicates 
of reference and record books 
from the Smythe library, the 
trailer started last week on a 
tour of suburban districts to 
stimulate business among 
people who may have seem- 
ingly worthless but actually 
valuable securities packed away 
in storerooms and attics. 


quently Lorenzen & Thompson took 
over national representation. 

“Present unsettled state of national 
affairs and rising cost of labor and 
materials’ were given by Mr. Parr 
as reasons for the suspension. 


Joins Thornley & Jones 


Mrs. Ruth N. Rusling has joined 
the creative department of Thornley 
& Jones, Inc., New York. She wags 
formerly with the New York Times, 
Fashions Art, and Calkins & Holden 
Inc, 


TO OPEN SCHOOL 
FOR TRAINING IN 
CO - OPERATIVES 


New York, July 20.—Anticipating a 
demand from students who “want to 
train themselves for positions of re- 
sponsibility in the rapidly growing 
consumer co-operative movement,” 
the Co-operative League of the U. S. 
A. announced that a training school 
will be opened here next fall. 

The school will be known as the 
Co-operative Institute. The first term 
will open Oct. 11 and run for eight 
weeks, with students then to be 
placed with co-operative associations 
for practical field work to supplement 
their academic studies. 


Teaches Business Publicity 


Included in the tentative curricu- 
lum is a course in business publicity, 


to be conducted by Dr. Arthur E, 
Albrecht, professor of marketing, 
College of the City of New York. 


Modern marketing and merchandis- 
ing will be covered as well as use of 
newspapers, magazines, radio, 
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**CURRENT CONDITIONS", the monthly bulletin giving 
up-to-date marketing and merchandising information 
on all phases of automatic heat and air conditioning, 
will be sent to those requesting it on their business letter- 


In addition to containing shipment figures 
valuable statistical information, 


rv 
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... men attracted Fyou market your product in this 
wawerite for details today. 


this bulletin 
shows market conditions in all sections of the country. 
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atic heat and air conditioning equipment must 
Bploy either one of two procedures: He may use 

of the publications covering the various seg- 
ments of the industry at prohibitive cost; or at a 
fost that is extremely low by comparison, he may 
@ayer all of these segments through a single 
bite ... AUTOMATIC HEAT and AIR CON- 
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Gollow the Stars 
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HOLLYWOOD STYLED 
SHOES 
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i Se FOOTWEAR 


Amplifying its Hollywood-style magazine 

campaign for Jolene shoes, inaugurated 

this spring, Tober-Saifer Shoe Company, 

St. Louis, has recruited more stars for 

fall endorsements, including blonde Toby 
Wing. 


door, direct mail and point of pur- 
chase advertising. 
Other members of the faculty will 
include co-operative leaders and preo- 
fessors in various New York educa- 
tional institutions. 


ECONOMIC DEMOCRACY 
AIM OF CO-OPERATIVES 


Amherst, Mass., July 20.—The con- 
sumer co-operative movement can be 
instrumental in bringing about an 
economic democracy, Dr. James P. 
Warbasse, founder and president of 
the Co-operative League of the U. S. 
A., told the summer institute of the 
Eastern Co-operative League here 
last week, 

Projecting the movement into pro- 
duction channels, Dr. Warbasse said, 
“Political democracy, while always 
sought, has never been attained be- 
cause it is always defeated by the 
establishment of an official class. In 
an economic democracy, the people 
who control the machinery of social 
life must be the same ones who con- 
trol credit and own the property.” 

Consumer co-operatives of New 
England, New Jersey, Pennsylvania 
and New York were represented at 
the sessions. 


Cleveland Club 


Renames Officers 

Sterling E. Graham, advertising 
manager of the Cleveland Plain 
Dealer, has been re-elected president 
of the Cleveland Advertising Club 
for another year. 

Other officers re-elected are Charles 
L. Eshleman, president of Griswold- 
Eshleman Company, vice-president; 
Emmett W. Rutledge. Central Out 
door Advertising Company, second 
vice-president, and George Buehler, 
Buehler Printcraft Company, treas- 
urer. 


Martin with Forbes 


Edward A. Martin has been ap- 
pointed manager of the Detroit office 
ot Forbes Lithograph Mfg. Company, 
Boston. For the past seven years, he 
was assistant advertising manager 
of Wilson & Co., Inc., Chicago, and 
previously was with Western Displav 
Company, Chicago. 


MAN EXP 
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Cites Need of 
Advertiser to 
Hit Non- Buyer 


Chicago, July 21. — Advertisers 
must reach non-customer but politic- 
ally powerful groups in their efforts 
today, Mary Pentland, principal in 
the Izzard Company, Portland, Oreg., 
and recent winner of the Josephine 
Snapp memorial award, told the Chi- 
cago Financial Advertisers this noon. 

While primarily discussing finan- 
|cial advertising, Miss Pentland 
|pointed out that the principal is ap- 
|plicable to other fields and adver- 
‘'tisers who fail to recognize it may 
|be due for a severe jolt. 

Business, in Miss Pentland’s opin- 
ion, is becoming more and more de- 
pendent on the way political straws 
blow and the need to make the gen- 
eral voting public “like your busi- 
ness” presents a new problem to ad- 
vertisers. 


Cites Bank Holiday 


Banks are owned by stockholders, 
Miss Pentland illustrated, but the 
general public regards them as pub- 
lic institutions and the importance 
of reaching the  non-patronizing 
group was emphasized during the 
bank holiday days. It was the two- 
thirds of the population who had 
never done business with banks, and 
did not know anything about their 
conduct which predominated in move- 
ments for adverse legislation. 

“You don’t like people you don’t 


know,” Miss Pentland commented. 
“When you know them you like 
them. In the new pattern of adver- 


tising this is an important point.” 

Miss Pentland, discussing ‘Adver- 
tising’s Road Map,” also said that 
too many advertisers today are pro- 
ceeding along routes which were 
plotted years ago and which today 
often lead to dead ends. 


Get Injunction Against 


Pa. Chain Store Tax 


The American Stores Company, the 
Weis Pure Food Stores and the Great 
Atlantic & Pacific Tea Company have 
obtained preliminary injunctions 
trom the Dauphin county court, re 
straining the state of Pennsylvania 
trom collection of its newly-enacted 
graduated chain store tax which be- 
comes effective Aug. 4. 

Those companies not holding sim- 
ilar injunctions by the effective date 
of the tax law are subject to the levy, 
to be collected by the issuance of 
licenses. 


Gets Zinsmaster Account 
Zinsmaster Baking Company, with 
plants in Minneapolis, St. Paul, Du- 
luth and Hibbing, Minn., has ap- 
pointed The McCord Company, Inc., 
Minneapolis, as advertising counsel. 
The appointment also includes The 
Zinsmaster Hol-Dy Company. 


Meadow to B-S-H 


Leon Meadow has resigned as copy: 
writer of J. Walter Thompson Com- 
pany to take a similar position with 
Chi- 


| Blackett-Sample-Hummert, Inc., 
cago, Aug. 2. 


TAKE A TIP FROM OLD 


ERIENCE! 


Here’s a tip—Check the advertising of 
those organizations who sell practi- 
cally all they produce to bakers... . 
whose bread and 


butter comes only 


from the baking industry. You'll find 
them using BAKERS’ HELPER be- 


It pays because its 


alert, fearless editorial policy appeals 
to progressive money-making bakers. 


330 S. WELLS STREET 
CHICAGO 


ABC 


HELPING 192, (GLE TO BAKERS 


, 


BAKERY PAPER 
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Old Bruin passes the winter “in close 
quarters, in a torpid or lethargic state.” 
Old Bruin hibernates— but the public never 
does! The public—that restless, eager, 
questing public which is always ready to 
buy your product or your competitor’s— 


will read and respond to your outdoor 


BUT THE PUBLIC NEVER HIBERNATES 


advertising message this winter—if it’s 
there! It really should be there, for since 
the public doesn’t hibernate, and compe- 
tition doesn’t hibernate, you won't want to 
hibernate, either. Now is the time to plan 
the use of outdoor advertising for January 


as you planned for May! 


Write for our interesting booklet, ‘‘You Will Love Me in December,’’ describing the modern trend in outdoor advertising. 
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The new line is a broader applica- 
tion of the “Snack Service” idea in- 
troduced by Chase three years ago. 
“We're Cooking at the Table Now” 
is the slogan being used to promote 
the furnishings, which are said to 
make it possible for an entire meal 
to be cooked at table. 

To promote the line, Chase has 
made available to department stores 


Smith & Ross, Inc., 
advertising counsel, 


New Chase Line 
Broadens Snack 
Service Feature 


Harway Named 

Don 
West Coast 
Merchandising, St. Louis, Mo. 
New York, July 2U0.—Chase Brass & 
Copper Company disclosed plans this 


street, San Francisco, and 


New York, is 


Harway has been appointed 
representative of Meat 


Offices 


will be located at 155 Montgomery 


318 W. 


week for a fall campaign to pro-|a large table cloth bearing the new Ninth street iss Angele 
mote a new line of “table electrics,” |slogan, to facilitate the showing of 

' ; “ ” 
introduced for the first time at the|the group as a whole. Secrets Ups Rates 
New York Housefurnishings Show This fall’s campaign will be in line Effective with the October, 1937, 
last week. American Home, House|with the company’s established pol-| issue, Secrets Magazine will guaran- 
and Garden, House Beautiful, and|icy of advertising almost exclusively |tee 180,000 A. B. C. circulation, and 


Life will be used, the company said.|in the fall and winter. Fuller & 350. 


the page rate will be 
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ove not ipae any map / 


On sales maps, it’s designated as an 


the Salt Lake Market Area— 


offers for economical and profitable 


area selling. 


but for all practical sales strategy 


Particularly when you _ consider 


purposes it’s really a city. A city that this rich, responsive market is 


unique in that it’s a self-contained effectively served by one metropoli- 


unit occupying a vast territory! tan medium—The Salt Lake Tribune- 
Telegram, read by more people than 


When you look at it that way— any other six newspapers combined 


: oa a 
when you consider the Salt Lake in this region! 


Market Area as one unified market of The net result is that you can put 


nearly a million population—you be- your message into the homes of this 


gin to appreciate the possibilities it major city market at one low cost. 


bi 

/ QNE | 
UNIFIED | 
“BIG CITY" 

\. MARKET | 
< 


The Salt Lake Tribune 


MORNING AND SUNDAY 


National Kepresentatives: 
KEYNOLDS-FITZGERALD, INC, 


Salt Lake Telegram 


EVENING ONLY 


Color Representatives: 
Member, ASSOCIATED WEEKLY 


CAR OF FUTURE 
IS ENVISIONED 
BY KETTERING 


Detroit, July 21.—The automobile 
of 1962 will be as far ahead of that 
of 1937 as the present-day model is 
superior to that of 1912, Charles F 
Kettering, vice-president in charge of 
research, General Motors Corpora- 
tion, told the American Society of 
Civil Engineers here today. 

Mr. Kettering, who also presented 
the consensus of a survey made by 
General Motors, described some of 
the problems facing the industry 
today and their solutions, emphasiz- 
ing the fact that the car plays such 
an important role that improvements 
may cause a revolution in design of 
cities. 

“Almost all of the men who 
answered our questionnaire believe 
that the population trend is away 
from congested centers,” said Mr. 
Kettering. “Some predict the string 
or ribbon city, while others believe 
in the increase in importance and 
number of small communities, each 
to be supported by a local industry. 


Cities More Accessible 


“A third and apparently more 
logical view is that faster means of 
transportation into the center of 
large cities is coming, making it 
possible for workmen to live as far 
as 50 miles from their employment. 
This could be accomplished by high 
speed limited access highways to the 
city limits. The city would have to 
have many elevated or depressed 
highways crossing it in every direc- 
tion.” 

Mr. Kettering believes that elimi- 
nation of street parking is inevitable, 
as the simplest and quickest remedy 
for present ills. This would necessi- 
tate, in turn, more parking lots than 
at present, or the development of 
new parking methods, perhaps on the 
grass plots which exist on many 
streets between sidewalk and street. 
Office buildings of the future are 
likely to be forced to provide parking 
space for tenants, he said, while dou- 
ble or triple exposed parking lots 
may be necessary in some areas. 


Study Road Surfaces 


Ability to stop is of major {mpor- 
tance, and something is being done 
about it, said the research expert. 
While better brake equipment will 
be developed in the future, the co- 
efficient of friction between road and 
tire will always be the limiting fac- 
tor, suggesting that the road surface | 
itself offers the greatest possibility | 
for improvement. 

With reduction of engine weights 
without any sacrifice of efficiency, the 
rear-engined automobile will become 


eliminating much 

heat and odors 

floor boards. 
Mr. Kettering said that tire chem- 


noise and 
allowing lower 


engine 
and 


techniques which result in more heat 
resisting rubber compounds, so that 


unknown. 

In the field of safety, he envisages 
such possibilities as mechanical de- 
vices which will rank with those of 
railroads or excel them in efficiency. 
The list may include photo-electric 
cells, relays and other mechanical 
means for automatic stoppage of cars. 


More Safety at Night 


Night driving will be simplified by 
polarized light, but to be effective it 
will have to be used on all cars. This 
improvement is already on the mar- 
ket, the only objection being that it 
requires four to eight times the 
candle power of ordinary lights. 

An alternative would be use of 
colored lights and some of the color 
screens already well known in the 
graphic arts. Every car would be 
equipped with headlamps capable of 
producing a beam of either one of 
two colors. together with viewing 
sereens of these colors. Cars travel- 
ing North and East, for instance. 


might be required to illuminate the 
road with a blue light and would use 


general, giving better visibility, while | 


ists are contributing to safety with | 


eventually tire failure will be almost | 


VISIONS FUTURE CAR 


Charles F. Kettering, research director 
of General Motors, pictures what the 
future has in store for transportation. 


a blue viewing screen. Cars travel- 
ing South and West would use 
orange-red lights and screens. The 
colors would be so selected that the 
blue screen would transmit none of 
the orange-red and the orange-red 
screen none of the blue light. 

The trend in the bus field, Mr. 
Kettering said, is toward use of many 
faster, smaller, more mobile units. 


Three Appoint Cantor 


Solis S. Cantor Agency, Phila- 
delphia, has been appointed to handle 
the advertising accounts of Perma- 
Self Company, manufacturer of home 
permanent waving equipment; Cri- 
terion Shirt Company, manufacturer 
of Byrd-Cloth shirts, and L. & R. 
Electric Company, distributor of elec- 
trical equipment. 


To Campbell-Lampee 

St. James’ Galleries, New York, 
dealers in 18th Century English an- 
tiques, and architectural designers, 
have appointed Campbell- Lampee, 
Inc., New York, to direct advertising. 
Class magazines and direct mail will 
be used. 


To Franklin Bruck 
Intercall System, Inec., Dayton, O., 
maker of inter-office communication 
systems, has appointed Franklin 
Bruck Advertising Corporation, New 
York, to handle advertising and pro- 
motion. 
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ASSOCIATED WEEKLY IS THE ALL-INCLUSIVE NAME FOR THE MAGAZINE AND COMIC SECTIONS OF THESE 12 LEADING SUNDAY NEWSPAPERS 


SAN FRANCISCO CHRONICLE 
PHOENIX, ARIZONA REPUBLIC 


| 
| | «PORTLAND | 
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OAKLAND TRIBUNE 
PORTLAND OREGONIAN 


APOSTLES of localized reader interest make Associated Weekly a better 
selling medium for any product which enters the home. They are the 
editors of the twelve magazine and comic sections comprising Associated 

Weekly. They know what interests the people of their communities and consequently 

give them the kind of entertainment they want. So successful have they been that 

Associated Weekly reaches 47% of the homes in its market, which takes in the 

seven rich states of the West. Certainly you could ask for no better vehicle for your 


sales message than this advertising medium which enters the best homes of the 


West because it’s actually wanted there. It is the West’s favorite Sunday Magazine. 


OFFICES: NEW YORE - CHICAGO . CLEVELAND - SAN FRANCISCO - LOS ANGELES 


SACRAMENTO UNION 
TACOMA LEDGER 


LOS ANGELES TIMES 
SEATTLE TIMES ‘— 


LONG BEACH PRESS - TELEGRAM. 
SPOKANE SPOKESMAN - REVIEW 


SAN DIEGO UNION 
SALT LAKE TRIBUNE 
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Significance of Mergers 


Although the number of magazine 
and newspaper mergers reported in 
the past few months has been larger 
than usual, the trend is one which 
has been in evidence for some time. 
It is significant to advertisers; 
changes of this kind usually mean 
stronger advertising media, a result 
which is a definite advantage to buy- 
ers of space. 

Economic pressure is a good thing 
for the advertiser when it means that 
two publications which have been 
waging a hot competitive battle are 
replaced by one whose position is 
stronger from the standpoint of cir- 
culation and financial stability. While 
it is true that competition makes for 
alertness and special efforts to keep 
up with the other fellow, an exces- 
sive amount of it reduces net reve- 
nues to a point which makes it im- 
possible to render the best possible 
service to readers and advertisers. 

Production costs, including edi- 
torial expenses, are greater in the 
publication field than ever before. 
Higher standards have been set, and 
newspapers and magazines must do 
not merely fair but exceptionally 
good jobs to capture the fancy of 
readers and therefore be in a posi- 
tion to offer maximum service to 
advertisers. Hence when costs are 
mounting and advertising possibili- 
ties are limited, the wise plan is tu 


do just as has been done in a number 
of instances recently—pool interests, 
reduce the number of publications 
and give better service to those who 
buy the space as well as to readers. 

New publications are constantly 
being offered. Many of them repre- 
sent ideas which are attractive to the 
public, and therefore command audi- 
ences whose size and character rep- 
resent a market of interest to adver 
tisers. Other new publication con- 
cepts fail to click, and their capital 
investments are lost. But competi- 
tion goes on, weeding out the weak 
and emphasizing the success of the 
strong. 

Not even the successful medium is 
able to mark time these days. Pub- 
lic taste and ideas are constantly 
changing, and the publisher, like the 
statesman, keeps his ear to the 
ground and knows what is going on. 
Advertisers watch the rise and fall 
of new and old media, because the 
inexorable changes which are _ re- 
corded are changes which must con- 
trol the movements of the advertis- 
er’s dollar. 

There is no business so highly com- 
petitive nor so open to newcomers 
with vital ideas as publishing. The 
survival of the fittest assures the 
best service to readers and the best 
values to advertisers. 


Help for the Legitimate 


Producers, playwrights and actors 
gathered in New York not long ago 
to try to get the answer to the ques- 
tion, “What’s wrong with the legiti- 
mate theater?” One of the answers 
given was so obvious that it attracted 
very little attention. It came from 
a respected and authoritative source 
—the Theater Guild. The suggestion 
was to modernize the theaters them- 
selves. 

Where would the movies be today 
if they endeavored to show their 
wares in the sort of buildings which 
house the legitimate? And how could 
moving pictures operate if they re- 
garded their business as so seasonal 
that they had to close their doors 
from May to October? 

Air conditioning and comfortable 
seating make the movie theater a 
year-round business and a success in 
summer as well as in the cooler 
months. It has apparently never oc- 


curred to producers of stage shows 
that their theaters could be made so 
comfortable that they could offer legi- 
timate attractions twelve months of 
the year instead of seven or eight. 
Amusement is in demand all the year 
round. 

Dramatists are continuing to pro- 
duce plays which the public wants to 
see. The road is gone, but the larger 
cities welcome plays which are 
known to be hits. Hence Broadway 
has more of a market for its produc- 
tions than is represented by the 
theaters along the great white way. 

Retail stores and restaurants, as 
well as the movies, have learned that 
their customers have to be made com- 
fortable if business is to continue in 
satisfactory volume during the sum- 
mer. Maybe air conditioning and 
comfortable seats, plus good plays, 


would put the good old legitimate 
back on its feet. 


aaaetasy 


MANY AN ADVERTISER WOULD LIKE ANSWER 


EOULE_ 


—Esquire 


“Now which club do | use for a hole in one?" 


Views from 


the Outside 


Dry Heat 


(As viewed by William Sibley in The 
Paper Industry) 


The prohibition forces are smarter 
than they used to be. They are do- 
ing some very intelligent work and 
only now are they beginning to come 
out into the open. One porcelain 
enameled sign manufacturer in Chi- 
cago is now working on an order for 
1,000 signs to be placed along the high- 
ways throughout Illinois—those signs 
to carry dry propaganda and to be 
paid for by the WCTU. At the same 
time, the dry forces are starting to 
advertise; they are working tooth 
and nail to force Congress to pass a 
law prohibiting the advertising of 
all alcoholic beverages. And if they 
can do that, goodnight to much of 
the industry. 


The trouble is the distillers very 
largely bring about their own 
troubles. They were the chief factor 
for the institution of prohibition in 
1918 and they are again their own 
worst enemies. There is small dif- 
ference between the “saloon” of 
yesterday and the “tavern” of today 
save the recently developed neon 
lights and modernistic furniture. And 
the institution of the afternoon 
“cocktail hour,” the advertising of 
whisky to beautifully gowned women, 
the making of whisky-drinking the 
“smart” thing to do—such institu- 
tions must, by their own force, be. 
come boomerangs. 


Patman Pointer 


(As viewed in The Chicago Journal 
of Commerce) 


The Federal Trade Commission has 
issued its first cease and desist orders 
under the Robinson-Patman act. One 
concerned a food brokerage concern 
which was found to represent the 
buyer; the commissions which it re- 
ceived from the seller were found to 
have been handed on to the buyer, in 
effect as a “hidden” discount on his 
purchases—yet the order put it 
mildly, admonishing the buyer to 
cease accepting such commissions 
and the brokerage concern from ac- 
cepting them from the seller if they 
were intended for the buyer. Far 
more important to general business 


were the cases which by liberal in- 
terpretation of the act the commis- 
sion dismissed. 

These rulings augur well, since the 
law was complicated by many vague 
provisions and much abstruse ver- 
biage. Reading the digests, business 
men are bound to breathe more easily 
because they can see where they are 
heading. In addition to the law they 
have the trade commission, which, 
while a federal regulatory agency, by 
now has learned considerable about 
business technique, from the _ top 
down. Its disposition apparently is 
to apply the rule of reason to the 
Robinson-Patman act. 

The act, however, is one of the 
New Deal “tricks” to remake _ busi- 
ness ethics overnight. Under the 
President’s executive reorganization 
program the Federal Trade Commis- 
sion would no longer be an _ inde- 
pendent agency guided by its own 
business knowledge—it would become 
a part of the executive establish- 
ment, under the thumb of the Presi- 
dent in office at the time, a puppet 
of politics. Business men may well 
ponder while the President’s proposal 
is pending whether they want to sub- 
mit their ethical problems to po- 
litical domination or to independent 
judgment. 


Aim at Youth 


(As viewed in Advertising World, 
London, Eng.) 


As buying habits, once formed, 
may last a lifetime, many manufac- 
turers who want to induce a cus- 
tomer to buy their products again 
and again think it best to aim at the 
younger people whose habits have not 
yet been formed. 


To sell to the youthful, modern- 
minded public, modern-looking adver- 
tising material is often desirable, 
since such a public is the least likely 
to be swayed by claims of “estab- 
lished in the year dot,” “unchanged 
for seven-eighths of a century,” “the 
kind that grandfather ate,” and so 
forth. 


This applies to packages as well 
as other media, and the bright young 
thing is perhaps most easily tempted 
to buy goods that are displayed in 
a bright new pack. 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or througb 
ADVERTISING AGE, by any national ad- 
vertiser or advertising agency execu- 
tive writing on his business letter- 
head. 


No. 1200. 
People. 


The United States News has issued 
this book which describes its service 
in the coverage of news of all impor- 
tant national action. The book in- 
cludes a chronology of events since 
January, 1929, and shows the paper’s 
circulation rise since its organization 
in 1933. 


No. 1201. Along Different Lines. 


This brochure, issued by Mutual 
Broadcasting System, presents facts 
about the Mutual network and serv- 
ices it offers advertisers. 


No. 1202. Scenarios. 


Issued by Alexander Film Com- 
pany, this booklet, having showman- 
ship as its theme, tells of the tech- 
nique of advertising interestingly 
with short talking pictures on thea- 
ter screens. 


No. 1174. Tickling a Man Where He 
Likes It. 


This brochure, issued by Fawcett 
Publications, is a reader survey of 
the Fawcett Detective Unit, giving 
data on size of families, income, age, 
home owrership and amounts spent 
for several products. 


No. 1177. 
Sell. 


How are color photographs made— 
what are the various processes—how 
are the best results obtained? This 
beautifully illustrated brochure is- 
sued by Manz Corporation provides 
clear and simple answers to the con- 
fusion of questions that come to the 
mind of the average advertiser when 
the matter of color photography 
comes up. 


A New Way to Important 


If You Have a Product to 


No. 1148. Standard Market Data for 
WFBR, Baltimore, Maryland. 


This brochure issued by radio sta- 
tion WFBR contains market data on 
the Baltimore trading area, merchan- 
dising service offered by the station, 
and a description of its facilities and 
coverage. Also included is a study 
of radio ownership and listening 
habits based on a Ross Federal sur- 
vey of Baltimore’s metropolitan dis- 
trict. 


No. 1182. Your Michigan Market 
Outside of Detroit. 


Booth Newspapers have _ issued 
this brochure covering detailed in- 
formation on the Michigan market 
outside of Detroit. It includes maps 
of the various trading areas, and 
data on the Booth newspapers cover- 
ing these zones. 


No. 1168. Valuable Data on New 
York, the World’s Greatest Market. 


This is the fourteenth annual edi- 
tion of the New York Sun’s market 
data book. The volume presents a 
summary of the 1936 standing of 
New York newspapers in various ad- 
vertising classifications, the editorial 
and circulation scope of The Sun, and 
descriptions and charts showing the 
size, character and buying power of 
the New York market. 


No. 1193. The Indianapolis Radius. 

The Indianapolis News has issued 
this brochure of detailed market in- 
formation about the Indianapolis ra- 
dius. It covers data on population, 
buying power, consumer characteris- 
tics and cities and towns in the 20 


counties comprising this trading 
area. 
No. 1194. 225 Chambers of Com- 


merce Define the Farm Market. 

In this brochure, Farm Journal de- 

scribes a questionnaire sent to the 

Chambers of Commerce in all cities 

of 25,000 to 100,000 population to de- 

termine how important farm trade 
is to town and city merchants. 
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— ODAY — even mass markets = 
v. are marching —a parade which reads as it rolls. aa 
‘ The Poster Panel—pre-eminently the medium for 
" reaching this America on wheels—is delivering 
greater “circulation” per dollar of cost than ever 
y before—it’s the real advertising bargain today in 
a mass market coverage. 
e “U-S” Poster Service enables you to reach a par- 
: ticular territory or to cover the nation—quickly 
t and economically—to flash your messages to con- 
g sumers on their way to the point of sale. 
t Accuracy of color reproduction and the enduring 
; beauty of “U-S” Posters make flash, colorful im- 
pressions—sell merchandise for these and a host 
. of other advertisers. 
v 
3 If you are not now using “U-S” Poster Panels, 
A investigate this quick, economical way to in- 
, creased sales. It will supplement and reinforce 
-] * e 
: every other branch of your advertising. 
y 


A nearby “U-S” Representative will be glad to 
serve you. 


Pe" le OOS 


] This Poster was litho-serv- 5 This Poster was litho-serv- 
iced by E. S. McWade, of iced by F. R. Chambers, of 
the American Division New the “U-S” Seattle Office. 


York Office. 
. This Poster was litho- 2 
2 This Poster was litho-serv- lead by D. E. Christie, of 
iced by Theo. M. Engel, of the “U-S” Chicago Office. 
the Erie Detroit Office. 


: oe . 7 This Poster was litho-serv- 
3 face ae oS iced by C. R. Slater, of the 


the Erie Detroit Office. “U-S” Cincinnati Office. 


4 This Poster was litho-serv- §@ This Poster was litho-serv- 
iced by J. I. Voorhees, of iced by R. B. Anderson, of 
the “U-S” New York Office. the Erie New York Office. 
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a = | ° ° | members, therefore, believe that the al LE 
Distillers Ask 2 i ee ses DAUGHTER TO BE ARNE REVERsss MOTHER SAVOHE BO ny 
ee |picture, consisting on the one hand | 
. - Chance to Run of their obligations as business men 


‘ ean "3S WARNER CORSETS 
gaa Own Business) upon the public. They can | 


perceive the handicaps and benefits 
of regulation from all sides 


-gulati a i sides. | 
Mackinac Island, Mich., July 20— | “It seems to the distillers, as an STYLE ARBITER 
A plea for more tolerance on the|example, utterly fallacious to argue 


part of state liquor administrators | that increased prices can offset arbi- 
in their treatment of the distilling !trary changes in business practices | 


industry was voiced by Owsley | forced upon them by mo —— esi She Knows Best, Fall Drive 


grown, chairman of the board, Dis-|The members of the Disti'le 
tilled Spirits Institute, at the na-|Institute do not believe it 1s ts fol Will Tall Mothers | 
tional conference of state liquor ad-|their business nor helpful frem the 
ministrators here today. standpoint of public opinion to in- 
ik Maintaining that the industry is|crease prices to the consumer. Bridgeport, Conn., July 22.—Moth- 


conducting as legal and normal a ers will find a piquant variation in 


ie business as any other and is conse-|Pe¢roleum Rovalties” Le Gant corset copy when Warner 


an ently i o “normal consid. | . ‘08 > 3 fe iv 

e ee ae eae ae eae Bows in Tulsa, Okla. | Ps. a ee 
ere ont,” Mr. ' Sept. 19, ce ‘ing eme, 
asserted there seems to be a gen- Petroleum Royalties, Tulsa, Okla., pen Re wstesstsigy- Soy gg ne 


ge? : “Daughter Knows Best,” Elizabeth 
F ae ; as lication, with offices ‘ ’ 
eral opinion that the distillers are me eae ieee ‘se Rice, advertising manager, disclosed 
not competent to conduct their own Andrew M. Rowley, former editor today. 
affairs either from the standpoint Of|,¢ gi: and Gas Journal, Tulsa, is} The theme is an evolution from the 
public opinion or commercial prac-| editor of the new publication. 


PENNY Seas ae 
i 


mother-daughter series inaugurated 
er tices. _—_ last spring and this combination, in 
Solicitous of Opinion Ford Starts Agency re, SONS Se Seer w ees 


double exposure action photographs 


“The distilling industry is familiar] Harry L. Ford, formerly advertis-| Vi) ine fect unmoved. 


with the fluctuating state of public|ins manager of Monarch Metal 
opinion throughout the nation,” he biter onesie 4 Company, St. Pe 60 Newspapers Scheduled 
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will feature the opening of the Warner Bros. fall campaign in newspapers and 
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will carry through the story of|uled so that retailers can stock and 
daughter advising mother on what| display advertised styles. 
corsets she should wear. Copy, to Seek Standardized Sizes 
appear in an expanded list of 60 
newspapers in 50 cities, will again| Details of the campaign were ex- 
stress freedom from “riding up” and| plained to buyers at the annual War- 
“control with comfort.” It will be|"er style and merchandising show 
fully informative, Miss Rice said, but| Tuesday at Hotel Astor, New York. 
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vious years. Offer of a booklet their stock into five sections, classi- 
proved highly effective in the spring| fied as bras, juniors, averages, half- 
campaign and will be repeated. sizes and heavies, without regard to 
In advance of the newspaper cam-|line. Variation of women’s figures 


. paign, Vogue will carry Warner Le| Within a given size range caused d 
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extra-attention value for which the 


furnished in mat form for this pur- 
pose, and retailers are supplied with 
black and white counter cards bear- 
ing only a photograph and the brand 


Inc., New York, has introduced Sales 
Serap Book, an “inspirational” pub- 
lication. Print order for the first 
issue is 22,000. J. A. Dalton is presi- 


advertiser has paid a premium is neu- , : dent. Contributors to the first issues 

P P name. Proofs of advertisements are] include Gilbert T. Hodges, Earnest 
sent in advance to all stores in cities|}mo Calkins, Vash Young, Harry 
where newspaper releases are sched-! Simmons. 


Make-up plays an important part, . : 
too. Look at a copy of The National 


tralized by a mass of other color. 


Work the Main Vein 
—where it’s ALL PAY-ORE 


To work the rich business market of the Central West 
most intensiveby, take dominant space in its only busi- 


Geographic Magazine and note how 


color advertising is spot-lighted. The 


advertising agent’s creative efforts are 
ness and financial newspaper, the 


rewarded. The advertiser gets his . 1 


Chicago Hournal of Commerce 


AND LA SALLE STREET JOURNAL | 


money's worth, and more. 


Why not make your color pages , 7 


SEND Wow FOR THIS [im 
INFORMATIVE BOOK [im 


PORCELAIN ENAMEL INSTITUTE 
612 No. Michigan Ave., Chicago 


Send me a copy of your free book on Por- 
celain Enameled Signs. 


more effective? 


THE NATIONAL GEOGRAPHIC MAGAZINE 


WASHINGTON, D. C. 


SELL THE FIRST MILLION FIRST 
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STEAMSHIP LINES 


EW industries have ever experienced the 
rapid growth and phenomenal develop- 
ment that the field of institutional distribu- 
tion has been enjoying in recent years. Ex- 
tensive expansion programs in the mass 
housing, food and beverage service fields, 
long dormant, are now being pushed 
through. Many new businesses and new 
institutions are constantly coming into being 
while older establishments are undergoing 
modernization and re-equipping. Today 
there are approximately 400,000 such estab- 
lishments and institutions. Yet the ever-in- 
creasing demand for greater facilities is far 
from being met. Millions are being spent 
daily for equipment and furnishings in this 
huge institutional market. 


Sr 


INSTITUTIONS | 


Ke 


It is to the men who are directly involved 
in the purchase, specification and installa- 
tion of these products that THE INSTITU- 
TIONAL OUTFITTER goes. These are the 
men who contact, regularly, the 400,000 odd 
units in the institutional field. These are the 
men who right now are doing a constructive 
job of selling in this vast market. These are 
the men whose recommendations are, in 
most instances, the deciding factor when 
products are up for consideration. These 


are the men who have become an economic 
necessity to the manufacturers of equipment 
and furnishings used in this field. Theirs is 
a GREAT business... greater now than ever 
before. 

If your product has an application in the 
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Published by the publishers of DOMESTIC ENGINEERING, AUTOMATIC HEAT and AIR CONDITIONING, PLUMB- 
ING and HEATING NEWS, PLUMBING & HEATING CATALOG-DIRECTORY, AIR CONDITIONING BLUE BOOK 


institutional field your biggest selling oppor- 
tunity lies in reaching these men. It is a most 
necessary step in making your selling job 
in this market complete, effective and far 
reaching. These men are always on the 
alert for additional lines of merit and for 
authoritative engineering and selling data 
concerning their field. THE INSTITUTIONAL 
OUTFITTER is devoted exclusively to the 
interests of these men. . . providing them 
with this vital information. They need and 
DEPEND upon its editorial content and they 
RESPOND to its advertising pages. So that 
you may be informed concerning this field 
and its possibilities for your product, write 


on your letterhead for a copy of “Selling the - 


Institutional Market.” 
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Voice of the Advertiser 


This department is a reader's forum. 


Rails Give Maine Spuds 
Sales Boost on Menus 

To the Editor: I have been very 
much interested in the editorial en- 
titled “Union Pacific’s Potatoes” 
appearing in your July 12 issue. The 
Northwestern railroads certainly 
have done a great job for Idaho and 
Washington in their splendid promo- 
tion of Idaho and Washington baking 
potatoes in their dining cars for 
years. It is the sort of work that 
put the Idaho and Washington bak- 
ing potato on the map and justified 
its present premium price. 

In developing the national program 
for State of Maine potatoes we have 
been working closely with the Idaho 
Commission and some of the larger 
grower groups, and expect to con- 
tinue this co-operation throughout 
our campaign to increase consump- 
tion, which, of course, will benefit 
Idaho as it will Maine. 

Maine is the largest producer of 
potatoes in the United States, the 
potato crop representing 15 to 18 
per cent of what is grown nationally 
(404,299,000 bushels is our 1937 na- 
tional crop), and undoubtedly Maine 
and Idaho are the two districts with 
real vision as to what can be done 
in promoting potatoes and expanding 
their use on the daily diet. 

I thought you would be interested 
in the fact that every New England 
railroad is now co-operating with the 
State of Maine in featuring Maine 
potatoes on their dining car menus, 
and are serving these potatoes on 
every dining car operating in the 
New England states. 

STURGES DORRANCE, 

President, Brooke, Smith, French 

& Dorrance, 

New York, N. Y. 
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10th Birthday for Phone 
Company’s Vacation Copy 


To the Editor: You may be inter- 
ested in a somewhat unusual adver- 
tising effort that the Michigan Bell 
Telephone Company has maintained 
during the summer months, celebrat- 
ing its 10th year this season. 

For the obvious advantages accru- 
ing to everyone and every business 
in the state, the company has devoted 


in 4 
| “LOTS MORE WHERE THESE CAME FROM” 


a portion of its continuing advertis- 
ing campaign each year to the pur- 
pose of interesting Michigan people 
in “Vacationing in Michigan” and in 
inducing friends elsewhere to come 
here. 

The campaign is carried in approxi- 
mately 250 daily and weekly news 
papers in the territory served by the 
company. 

C. W. HUNGERFORD, 

Advertising Manager, Michigan 

Bell Telephone Company, 

Detroit, Mich. 
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Copywriter Explodes 
in Ball Game Review 

To the Editor: It would seem that 
sports writing is a profession. In 
any event I thought you might be in- 
terested in “what happened” as re- 
lated by a member of our baseball 
team. Thus: 

“The Special Service Dodgers de- 
feated the L&T Fumblers last night 
18 to 16, due largely to the fact that 
they were able to hit the ball while 
the Fumblers were arguing over who 
should have caught the last ball hit. 
The score would have been greater if 
Sirinsky, the star fire-baller of the 
Fumblers, had not held the opposi-! 


tion to 28 scattered hits. Hoerter 
starred for both sides, driving in one 
run for the Fumblers and allowing 
six to cross the plate for the Dodgers. 
Windbacker played a wonderful game 
in center field, catching two mosqui- 
toes, and injuring one that got away 
Frifield, who played right field, had 
trouble covering the ground until he 
found out that by falling down he 
could cover twice as much as ever 
before if diluted with three parts of 
errors, 

“Switzer fitted in just right in left 
field, but puzzled everyone by remain- 
ing in the bushes for periods much 
longer than necessary to retrieve a 
ball. Hawley cleaned the bases three 
times, but received no credit in the 
box score because it was between 
innings, and was for the umpire’s 
benefit only. McQuigg, the fellow 
who played third base and failed to 
throw a runner out at first, could 
have helped a great deal if he had 
only thrown himself out of the game. 
Kovar, the shortstop who dances a 
jig before each throw, helped the 
team immeasurably, for if he wasn’t 
there, his team would have had only 
seven men.” 

A. E, FRIFIELD, 

Media Department, Lord & 
Thomas, 

Chicago, Ill. 
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Suggests Knowledge as 


Best Control Guarantee 

To the Editor: I have just read 
with interest the statement made by 
Major Namm, of Brooklyn, to the ef- 
fect that the advertising community 
must choose between government or 
self regulation as regards advertis- 
ing. 

It would appear that nothing short 
of government regulation is going to 
satisfy for the sole reason that the 
entire advertising community insists 
upon the fact that to advertise you 
need not know the product. Such a 
theory can only lead to two conclu- 
sions: either the advertising com- 
munity willfully makes fraudulent 
statements or it prefers to remain 
ignorant of what a certain product 
can do so as to create an alibi. 

There is no doubt but that if those 
who advertise sat down and first 
became acquainted with the good or 
bad points of any article, if they are 
sincere in their work, they would 
point blank refuse to advertise some- 
thing they knew nothing about. 

The advertising community must 
realize that instead of spending 
frightful amounts for market surveys 
they should spend money for “prod- 
uct survey.” 

There is more ignorance among ad- 
vertising people as a unit than there 
is in any other line of business for 


the simple reason that many thus 
engaged spend the other man’s 
money whereas the business man 


spends his own and as a result must 
know his business before he ventures 
into any operation. Let the adver- 
tising community realize that when 
it starts a campaign it is actually 
spending its own money and then 
self regulation will result. 
JOSEPH B. MARIANI, 
Advertising Manager, Banfi Prod- 
ucts Corporation, 
New York, N. Y. 
v v v 


Zenith Story Echoes 


From New Zealand 

To the Editor: You will be inter- 
ested to hear that this morning I 
received a letter from J. ITlott, Ltd., 
advertising agency in New Zealand, 
which prepares some of our Zenith 
advertising for our New Zealand dis- 
tributor. In this letter, E. A. Clark 
director of the agency, mentions hav- 
ing seen a story concerning Zenith 
in your very good newspaper. 

I felt it would be particularly 
enjoyable for you to know that your 
paper is being read with interest 
“down under.” 

EpDGAR G. 

Advertising Manager, 

Radio Corporation, 


HERRMANN, 
Zenith 


Chicago, Tl. 


Letters are welcome. 


B. F. Goodrich Finds 
Good Use for Alibis 


To the Editor: Our company this 
month is conducting a contest based 
on truck tire sales and in this con- 
nection has at last found a good use 
for alibis. 

In fact we have created a Good- 
rich Alibi Research Foundation 
which has unearthed some amazing 
alibi information—distributed to 
salesmen in the form of a second 
annual report, illustrated. 

The report points out that original 
research showed only 13 of the 999,- 
999,999 generally presented alibis 
were really worthy of the name and 
that further research reduced this 
number to eight. 

The report lists these accepted 
alibis as the only bona fide excuses 


for sales sloughs during the contest. 
Included are: 

“Mother-in-law visiting: still a per- 
fect alibi usable at will by young and 
old alike; writers cramp, only if re- 
sult of writing up truck tire sales 
tickets and good only 24 hours after 
seizure; quintuplets: arrival of five 
or more babies in immediate family 
will be accepted as an alibi covering 
a period of 10 days following such 
arrival; “It can’t happen!: if this 
all-star moving picture, featuring 
Garbo as a comedian, Mae West as 
a Quaker girl, Wallace Beery as the 
handsome lover and Patsy Kelly as 
his shy, retiring sweetheart plays 
your town, you may use that fact as 
an alibi for the complete period in 
which it is shown.” 

R. E. Powers, 

Relations Department, 
Goodrich Company, 

Akron, O. 


Public 
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Bard of Avon Likewise 
Wrote Halitosis Copy 


To the Editor: Browsing I just 
ran into this angle which could be 
titled “Shakespeare and Halitosis.” 

It’s not news perhaps that the bard 
of Avon might have done himself 
proud as a copywriter or idea man 
had he but lived a few centuries 
later, but here’s a suggestion he made 
in “Coriolanus,” Act I, Scene 1, per- 
haps usable today: 

“Poor Suitors 
Breaths.” 


Have Strong 


CARL ZIMMERMAN, 
Lakeland, Fla. 
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Held Copy Gives the 
Jitters to Copywriter 


To the Editor: In your July 12 


issue, I noticed Ralph Bennett’s 
screed on the droll pranks of Old 
Gatfer Coincidence—and it called to 


mind another of those irritating occa 
sions when the same idea explodes 
simultaneously in the minds of two 
advertising carpenters who have ab- 
solutely no contact with each other. 

I was doing Hartford Fire at the 
time—and had evolved a rock-shatter- 
ing masterpiece featuring three flam- 
ing footprints planked down on a 
SEP page, with copy comment to the 
effect that Fire might be gone, but 
he usually left some pretty messy 
footprints in the way of financial 
burdens not ordinarily covered by 
insurance. 

The week before the Hartford ad- 
vertisement appeared, Absorbine 
rared back and put nine gray hairs 
over each of my ears by coming out 
with a huge lobster-hued footprint 
smacked in the middle of a full page 
advertisement — suitably garnished 
with a few harsh words on Athlete’s 
Foot. 

“H’m. Look at Hartford copying 


Absorbine,” wagged the tongues of 


a few people I know personally—who 
certainly ought to know that the 
most industrious plagiarist would 
have to step pretty lively to swipe an 
idea one week and make a color page 
with it in the next issue of the Post. 

That’s why I always get goose-flesh 
when a whiz-bang idea hangs fire too 
long waiting for presentation or okay 
—because, sure as shooting, the same 
meteor has burned a hole in some- 
one else’s imagination, and it’s a race 
to see who gets under the wire first. 

LAURENCE G. SHERMAN, 
New York, N. Y. 
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Suggests Publicity 
Writers Try Business 
To the Editor: The letter from 
“Agency President” in your July 6 
issue gave me a few hearty laughs. 
You see, I happen to be in the pecu- 
liar position of being a former space 
grabbing publicity agent, who now 
sits behind an editor’s desk. Will you 
observe that this Agency President 
is worried about the fact that his 
client demands that he write the 
stories without remuneration. Not a 
single thing is mentioned in his let- 
ter about remuneration to the ‘“ex- 
tremely low rate trade papers” that 
are being used by said advertiser. 
Why don’t these agencies stop 
flooding the mails with unnecessary 
“bunk” about advertisers and prod- 
ucts that have no news value what- 
soever? It is a safe estimate that 
our morning mail could be cut 40 
per cent if all the publicity writers 
went into a legitimate business. 
Av S. WAXMAN. 
Editor, Eastside Journal, 
Los Angeles, Cal. 
v v v 


Endorser Shows Common 


Sense, Louden Agrees 

To the Editor: So Gary Cooper 
says: “It’s common sense for me to 
prefer Luckies.” 

That’s truthful advertising! 

For the same amount Gary re- 
ceived for that statement it would 
be common sense for me to smoke 
ragweed and I have hay fever! But 
who cares about my common sense? 

Bog LOUDEN, 
Machinery Company, 
Fairfield, Ia. 


The Louden 


LUXURY ITEM? 


- ee 
COLD CUTS 


¥ 


are so 
much more 
appeeming 


GULDEN'S 
QyMestarc @ 


SHE LOD FOL 
206 Will LAT 


Must We Have Meat 
With the Mustard? 


To the Editor: We thought this 
combination of display advertising 
would be of interest to you. 

It raises some interesting questions 
about, for example, what does “going 
to the dogs” imply or if the moun- 
tain won’t come to Mohammed, per- 
haps Gulden’s might go to the pups, 
etc. 

Copy ANALYSTS, 

Pittsburgh Outdoor Advertising 
Company, 

Pittsburgh, Pa. 
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HOW MUCH DOES IT COST TO COVER 
PEORIA AND CENTRAL ILLINOIS? 
Drop us a line and we will tell you 
how cheap it is to cover this territory. 
We will guarantee coverage in 95% of 

the homes in this area. 
RIEDER’S ADVERTISING CARRIERS 
210 N. Adams St., Peoria, IIl. 
Member Trade Association of Advertising 


Distributors 


land Unit: 


SCREENLAND UNIT 


women. 


NINE MORE YEARS 
OF EXTRA SALES! 


Here's a story in arithmetic that means 


SALES VOLUME to shrewd advertisers! 


Older Women's Magazines 


SUBTRACT, and you get exactly 9.2 YEARS 


REPRESENTING, 9.2 extra buying years of 
SCREENLAND- UNIT'S modern 


MULTIPLY, by your annual sales potential 
per woman and you get A HUGE EXTRA 
SALES DIVIDEND ENJOYED BY THIS | 
VITAL YOUNG WOMEN'S MARKET. 


SCREENLAND UNIT 


TAKE, the average age of women readers 
of Older Women's Magazines and Screen- | 


34.7 years 
4h 25.5 years 


young 


SCREENLAND e 


SILVER SCREEN 


45 West 45th St.. New York City 
Chicago: 410 N. Michigan Ave.—Los Angeles: 530 W. 6th St. 
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The molding of steel, by Clyde T. Brown of The Chicago Daily News 


that means muc 
to Advertisers 


The size and buying power of a newspaper’s audience 
... how that audience selects and purchases copies of 
its newspaper... are pertinent points for the consid- 
eration of every advertiser bent upon increasing sales. 

The Chicago Daily News has one of the largest 
circulations in the country. It is welcomed into the 
homes of over 430,000 able-to-buy families every 
week day evening and, as a consequence, has both 
MORE and BETTER Home Coverage than any other 
daily newspaper in Chicago. 

Nightly, it wins that valuable audience on the basis 
of its merits as a newspaper... by the character of its 
content. It employs no artificial methods to stimulate 


circulation growth. It simply and successfully has 


molded a pattern of news, picture, and feature pres- 
entation which is attractive and informative. It pro- 
duces a newspaper to be read by every member of the 
family, to go into homes — and stay there. 

That the minds of its readers are molded in favor 
of buying is indicated by the fact that The Chicago 
Daily News has won more major advertising linage 
records than any other newspaper in Chicago—morn- 
ing, evening, or Sunday.* 


* Sources: Advertising Record Co., Media Records, Inc. 


THE CHICAGO DAILY NEWS 


Chicago’s HOME Newspaper 


WITH THE MOST VALUABLE CIRCULATION IN THE CITY 


DAILY NEWS PLAZA, 400 West Madison Street, CHICAGO 


NEW YORK OFFICE: 9 Rockefeller Plaza * DETROIT OFFICE: 4-119 General Motors Building * SAN FRANCISCO OFFICE: Hobart Building 
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New Egner Book 
Gives 27 Sales 


Letter Pointers 


New York, July 21.—Tested experi- 
ences in the art of turning out suc- 
cessful promotion by mail are used 
by F. L. Egner, director, mail order 
department, McGraw-Hill Book Com- 
pany, as the basis of a new book, 
“How to Make Sales Letters Make 
Money,” which is being published 
this week by Harper & Brothers, New 
York. 

Declaring that most books on sales 
letter writing are “excellent exam- 
ples of the principles of the art but 
fail to tell how to accomplish those 
desirable things,” Mr. Egner en- 
deavors to set down the “how” of 
attention-getting, desire arousing, 
conviction building and action pro- 
curing. 


15 Out of 27 


Mr. Egner spotlights eight devices 
for procuring attention, five devices 
for arousing desire, 10 devices for 
procuring conviction and four de- 
vices for inducing action. A good 
sales letter, one that pulls the maxi- 
mum number of sales or inquiries 


by NBC 


DIRECT LI 
TO SALES 


KGO doesn’t beat about the bush 
in selling the San Francisco mar- 
ket. With its great popularity, it 
gives advertisers a direct line into 
642,300 homes in an area whose 
per capita spending power is the 


highest in the country. 


A Pacific Coast Blue Network Station 


Programmed and Represented 


from a given list, he says, should 
include at least 15 of these 27 ele- 
ments. 

In addition to a number of specific 
tested examples cited during the 
course of the text, the book also in- 
cludes 10 model sales letters as pat- 
terns of successful efforts utilizing 
all practical devices, 


FTC Order Forbids 
Coolerator Contrasts 


The Coolerator Company, Duluth, 
Minn., manufacturer of refrigerators 
in which natural or artificial ice is 
used, has been ordered by the Fed- 
eral Trade Commission to desist in 
advertising from unfairly disparag- 
ing mechanical or electrical refrig- 
erators sold by competitors. 


Van Dillen Resigns 


I. Van Dillen has resigned as vice- 
president and general manager of 
The Record, St. Augustine, Fla., be- 
cause of ill health. Joseph Cawthon 
will become business manager and 
will continue as superintendent and 
production manager. 


“Screen Juveniles” Out 


The first issue of Screen Juveniles. 
Hollywood, Cal., monthly magazine, 
has made its appearance. Edward 
Wm. Rose is publisher, with offices 
at 118 N. Larchmont blvd. 


CENTURY REVIEW 
REVEALS GAINS 
IN COPY TRUTH 


Boston Better Business Bu- 
reau Makes Comparisons 


Boston, July 22.—Regulation of ad- 
vertising has made greater strides 
in the last decade than in the pre- 
vious century, the Boston Better 
Business Bureau found in an 
analysis of copy appearing in Bos- 
ton newspapers during the past 125 
years. So startling is the recent im- 
provement that a study of the facts 
should stimulate and cheer every 
well wisher of advertising, in the 
opinion of Kenneth Backman, Bu- 
reau manager. 


Recalls Medicinal Claims 
“Those who point the finger of 
scorn at current advertising would 
have enjoyed a riot of laughter 
could they have been born a century 


TRUTH ADVANCES 


GENUINE INDIAN BALSAM OF LIVERWORT.® 
RS. M_N. GARD- 

i NER ,the sole pro- 
prieter of the weil 
known genuine Indien 
Boisam of Liverwort, 
prepared from an Je- 
cian receipt, containing 
the strength of three 
ounces of Liverwort, 
and twenty-two difer- 
ent kinds of roots and 
herbe in eath bottle, 
some of which are not 
Sto be procured ia this 
country. 


For the last twelve months it bas been cong quesaeinaly 
s 


used for the cure of Coughs, Colds aod sil Polmonsry 
Complaints, Hooping Cough, Paia in the Side, Seiting 
Blood, and all Complaiate of the Breast. [1 is conside 

by a number of our physicians a very valuable discovery, 
whch will ultimately prove a great benefit to tbe public. 
The Agent, at No. 10, Merchants’ Row, bas received with- 
im the short time it has been in use, twenty certificates, 
sent voluntarily to him from people of thie city, proving 


its efficacy for differeut complaints, which were ceneral- 
ly brought oa by first taking cold, ond then neglecting it 
until they were obliged to purchase some of Mra. Gard- 
ner’s healing Balsam, which generally proved effectual. 
The certificates can be exnmined at No. 10, Merchants’ 
Kow, Boston, where st is to be had at wholesale ; and re- 
tailed by all the principal Dragg'sts throughout the U. 
States, ‘ opm oct 1D | 


SO - neenearnesthn 
GORDAK’S 
BALSAM OF COLOMBA, & GENUINE 
BILIOUS PILLS! 
OTH inestimable aad highty approved Remedies for 
Bo WEAENCSS at THE STOMACH. 
Warranted free from Mercury and Opram— made en- 


This copy, gleaned from the Boston 
Daily Advertiser of 1832, is one con- 
trasting example found by Kenneth 
Backman, Boston Better Business Bureau, 
in his research pointing to truth’s ad- 
vance in copy over the last century. 


earlier than they were,” commented 
Mr. Backman. 

“Patent medicine advertising par- 
ticularly would have given them 
something to exclaim over, unless it 
left them speechless with amaze- 
ment. It was not uncommon in the 
early 19th century for advertisers 
in this field to claim that their prod- 
ucts would cure tuberculosis and 
even insanity, not to mention a host 
of other ills, including about all that 
man has ever been heir to. 


Glittering Mine Copy 


“Patent medicine advertising, how- 
ever, did not hold a monopoly on ex- 
aggerated claims in print, being 
rivaled by stock promotion advertis- 
ing of that day. Stock in gold 
mines, copper mines and _ silver 
mines was widely advertised, and no 
copywriter of that era ever allowed 
the facts to keep him from turning 
out a pleasant story for the con- 
sumption of the gullible.” 

Some advertising of today, Mr. 
Backman pointed out, bears a close 
resemblance to that of a century 
ago. The likeness, however, is more 
apparent than real in most cases, 
due to the fact that the product 
which backs the advertised claim 
today is usually worthy of superla- 
tives, while that of 100 years ago 
failed miserably in living up to the 
adjectives of the copy man. 

“This makes a pretty good defense 
for the old timers,’ commented Mr. 
Backman. “They could justly argue, 
were they still alive, that the march 
of time has made their copy come 
true. In other words, their copy 
was merely ahead of their day, from 
this viewpoint.” 


Take Refuge in Mails 


Regulation of copy is_ sorely 
needed in the direct mail field, Mr. 
Backman asserted. The strict scru- 
tiny of publications and radio and 
their exclusion of questionable prod- 
ucts are forcing such advertisers to 
confine their promotion to the mails. 
Since the postoffice does not prose- 
cute until a fraud has been perpe- 
trated, the out and out fake can op- 
erate several years. When he is 
finally barred from use of the mails, 
he can sometimes nullify this pen- 
alty merely by incorporating under 
a new name, according to Mr. Back- 
man. 

This situation is gradually becom- 
ing acute, according to the Better 
Business Bureau manager, and legit- 
imate direct mail advertisers may 
have to take cognizance of it in the 
near future. 


“Crazy Quilt” on WMBS 


Charles Michelson, New York, has 
placed the new Earnshaw musical 
variety transcription series, ‘Crazy 
Quilt” on WMBS, Uniontown, Pa., 
making a total of 17 stations now 
using the show. 


Lehman to DeGarmo 
Jesse Lehman has joined the de 
Garmo Corporation, New York agency, 
as production manager and assistant 


to Louis deGarmo. 


ed rae os 


Five Canadian 


Monthlies Make 
9.8% July Gain 


Chicago, July 21.— Five Canadian 
monthly magazines registered a line- 
age gain of 9.87 per cent in July, ac- 
cording to their reports to ADVERTIs- 
ING AGE. They carried 99,312 lines of 
advertising in July, 1937, compared 
with 90,388 a year ago. 

Maclean's, Toronto, a semi-monthly, 
reported a decline of 10.4 per cent in 
July lineage. It carried 22,194 lines 
this year, 2,575 below the 24,769 lines 
published in its two issues of July, 
1936. 

The Canadian edition of Liberty 
carried 15,921 lines in June, 1937, the 
last month for which complete figures 
are available. This compares with 
26,017 lines in June, 1936, for a de 
cline of 10,096 lines, or 38.81 per cent. 
Prior to Feb. 6 of this year, however, 
full run for United States and Can- 
ada was available at $10 a line, with 
U. S. only, $9.75, and Canada only, 
$1.60. Effective at this time the U.§ 
run was raised to $10.25 and Canada, 
$1.90 with the special full run rate 
eliminated. 


Figures For Monthlies 


Both of the Maclean monthlies re- 
ported substantial gains in July line- 
age. Mayfair carried 28,099 lines in 
July, 1937, compared with 20,746 lines 
in the corresponding month of 1936. 
Chatelaine’s current figure is 23,532 
lines, compared with 21,175 lines in 
July, 1936. 

Canadian Home Journal, Toronto, 
reported 20,660 lines in its current 
issue, the figure for July, 1936, being 
23,592. National Home Monthly, 
Winnipeg, published 16,903 lines in 
July, a gain over the 14,438 carried 
in July, 1936. Canadian Magazine, 
Toronto, carried 10,118 lines in July, 
1937, against 10,437 for July, 1936. 


Settlemayer Changes 


William Settlemayer, formerly 
with Klein’s, Cincinnati, has been 
appointed advertising manager of 
Lane Bryant, Inc., New York. 


CIvViSiOn 
RAILWAY EXPRESS 
AGENCY, INC. 


Call the nearest Railway Express office, 
and your shipments will be rushed by 
Air Express at 3-mile-a-minute speed! 
Low rates. Day and night planes direct 
to 216 key cities in the United States 
and Canada—to Latin America, Hono- 
lulu and the Far East. Remember, for 
super-speed, ‘phone AIR EXPRESS 
Division, RAILWAY EXPRESS. 
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* YOU WILL FIND ALL THESE 


VITALLY IMPORTANT FEATURES 
ONLY IN HOLLAND FURNACES 


The result of over 30 years experi- 
ence in home heating, @ Holland 
Furnace brings you @ host of com- 
fort-making and fuel-saving patent 
ed features, all of which you cannot 
get in any other furnace no matter 
how much you pay for it Especially 
noteworthy arethe featuresindicated 
by Numbers 2, 2-A. 3, 6 and 6-A 


They are as follows 


Hood conceve on top deflects warm 
eir directly into pipes 


2 Safety valve (PATENTED): opens et 
Jibs. pressure—lets gases escape before 
they accumulate in dangerous quentities 


2A Patented long fire trevel radistor 
heet travels all the wey round— 
always evenly heeted all over—more heat 
from every lump of coal 


3 Patented cascede humidifier that really 

humidifies, allows free circulation 

eround firepot, preventing burned out 

castings 

4 Sefety guard, coal cannot wedge in 
draft door to hold it open and make 

furnace overheat 


5 Draft lid with butterfly valve: deflects 
sncoming eir down so it 16 preheated 
oefore going through fuel 
Cone-shaped grate (PATENTED) 
rolls the fire to outside — holde it 
against casting 


OLLAND FURNACE CO 


WORLD’S LARGEST INSTALLERS OF HOME HEATING AND AIR CONDITIONING SYSTEMS 


—— 


6A Slotted firepot makes fre burn on 
outsuie egeinst frepot, ceusing more 
heat to pasa through for seme fuel 
Dust. proof cane with iunterlner re 
terns heat 1m cesng, meking for most 
efhoent operation 
Aur eccelerator—new type cold air re 
turn boot mekes ait flow faster end 
more evenly—saves basement floor apace 
Direct indirect damper lets cold air 
pase straight into flue when feed door 
opens—keeps smoke out of basement— 
prevents chilling radiator 
10 Check door eutomatically closes 
when feed door is openes 
11 Automatic damper control and door 
opener. Gives ell doors and dampers 
correct setting when feed door opened 
12 Outede upright shaker, no stooping 
to shake down ashes or dump hre 
Permits clinker remove! without disturb 
ing fire 


These and numerous other invalu- 
able features have put HOLLAND 
at the very top of the list for effi- 
ciency and durability. 


AUTOMATIC HEATING 
Holland Furnaces are ideal for all 
types of automatic heating—with 
coal,orlorgas. Ask about Holland's 
own special oil burner and auto- 


matic coal burner units. 


| 


+ HOLLAND’S EXPERTS MAKE INSTALLATION 


The men who install your Holland Warm Air System 
are expert mechanics specially trained for the work by 
Holland engineers. They are our own employees and we 
assume full responsibility for their work—in fact, give 
you an iron-clad 5-year Guarantee Bond that your heat- 
ing plant as installed will provide perfect heat in every 
room with FREE replacement of parts if necessary at any 
time within the life of the guarantee. 


MPANY HOLLAND, MICHIGAN 


less furnace tending than neighbors with 
similar homes—yet we got what they 
failed to get-— PERFECT HEAT IN 
EVERY ROOM!”, writes Mrs. a he 
Armstrong of St. Louis, Missouri. And 
hundreds of other HOLLAND users have 
paid equally enthusiastic tribute to the 
unfailing efficiency and economy of their 
HOLLAND Heating Plants during the 
severest winter on record 


hed and delighted 
ch our HOLLAND 
and cozy on the 
wry —even when 
vas way below 
vased by the 
mption. In 
un we did 
-m in an 
‘da lot 


Make Sure of 


IN EVERY ROOM 


Next Winter? 


in heating costs—actual dividends 
on your investment. 


3 YEARS TO PAY 

Why not learn the real truth? Call 
the nearest HOLLAND branch to- 
day and ask for the engineer to 
make an inspection. Without a 
penny of cost to you, he will show 
you the exact condition of your 
furnace and leave to you the de- 
cision of what should be done. 
If you decide on a new furnace, 
shy not ask at once for HOL- 
LAND'S specifications and esti- 
mates? It's so easy to Own a 
HOLLAND, too—take up to 3 
years to pay if you wish! So, why 
be content with less than the 
many benefits HOLLAND alone 
can give you? 


will prob- 
srovement. 
nefficient 
. a cor- 
talled 
ver it 
‘our 
ort. 


neat you 
Fj m—constant 
nealthful, correctly 
Wm air—far less furnace 
King and a marked shrinkage 


SEE THIS FASCINATING 
DEMONSTRATION 


Don’t buy any kind of heating plant 
until you have seen this unique minia- 
ture furnace demonstration. It will show 
you the amazing advances HOLLAND 
has developed in warm air heating which 
makes a HOLLAND Warm Air System 
easily today’s best buy in home heating 
equipment. You will learn facts about 
heating you never knew before and will 
enjoy every second—yet not the slight- 
est obligation and no high-pressure 
salesmanship. 


AIR CONDITIONING AT SLIGHT 
EXTRA COST 


Here’s a simple yet amazingly effective 
unit that makes your HOLLAND Heat- 
ing System do double duty. IN WIN- 
TER forces warm, humidified filtered air 
to every room—enables furnace to work 
at lower temperatures, effecting a 
marked fuel saving. IN SUMMER 
makes rooms feel remarkably cooler by 
circulating fresh filtered air to all parts 
of your home. Can be added at any 
time to any warm air heating plant. 
Learn its many advantages and econ- 
omies when you see the famous HOL- 
LAND demonstration. 


ee 


Free FURNACE INSPECTION 


CALL NEAREST HOLLAND BRANCH — See “HOLLAND” in Your Phone Book 


GENERAL OFFICES 
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The part that photographic illustration plays 
in attracting readers has long been recog- 
nized. But its exact value was never definitely 
measured until Kimberly-Clark sponsored a 
Gallup Study of the reading habits of some 
5,000,000 Sunday newspaper buyers. 

In the course of that study, it was deter- 
mined that so great was the appeal of 
photographs that 3% times as many people 
looked at the average space on the inside 
pages of the.-Rotogravure Section as looked 
at the average space in other parts of the 
paper. 

The two conclusions to be drawn from these 


findings are undebatable: (1) rotogravure’s 


higher reader interest insures a larger num- 


ber of readers for any ad placed in it... 
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(2) rotogravure’s perfect reproduction of 
photographs offers the best opportunity to 
increase the effectiveness of sale messages 
and to secure complete reading for them by 
dramatizing each important feature with a 
sequence of attention compelling human 
interest illustrations. 

Knowing advertisers, such as the Holland 
Furnace Company, have not been slow to 
apply those two facts to their advertising 
problems. Nor as Holland’s letter proves— 
have the profits that resulted from that appli- 


cation been slow in materializing! 
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Your advertising may be good... it may be putting over your message 
with the public... but unless it is also registering on your branch house 
organization— your jobbers—and your retail outlets —it won’t keep the 
cash-register ringing. As the experience of the Holland Furnace Com- 
pany and hundreds of other outstanding manufacturers in every field 
of industry proves—rotogravure offers a unique opportunity of doing 
an outstanding job from an illustrative and copy standpoint in a 
medium whose coverage is dense enough to win dealer support. The 
inference is obvious: to give your advertising a better chance to sell 
as well as to be seen—put it in rotogravure. 
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CAN VS. BOTTLE 
BATTLE MIRRORED 
IN BEER FIGURES 


Association Report Shows 
Package Sales Rise 


New York, July 20.—That the bot- 
tle-can controversy has brought gen- 
eral stimulation of packaged beer 
sales of all kinds was given factual 
emphasis today in a report of the 
United States Brewers Association, 
showing packaged sales drawing 
close to draft volume. 

In May, 1937, the latest month for 
which percentages are available, 56.77 
per cent of the beer sold in the coun- 
try was draft beer, while 43.23 per 
cent was packaged. When these fig- 
ures are compared with the general 
pre-prohibition averages, the associa- 


Lone Ranger Wins 


C. 1. T. Safety Award 


The Lone Ranger program, spon- 
sored by the Gordon Baking Com- 
pany, Detroit, received the annual 
award July 23 of the C. I. T. Safety 
Foundation, New York, for the radio 
program contributing most to traffic 
safety. 

The award was made to the King- 


Trendle Broadcasting Corporation, 
Detroit, owner of Station WXYZ. 


and creator of the program. This is 
the first time a radio program hag 
been selected for the C. I. T. award. 


Lindsay Promoted 


Ed Lindsay, in the sales depart- 
ment of American Radio Features, 
Los Angeles, program transcriptions, 
has been promoted to sales director. 


TWO NEW PRESIDENTS 


Dr. Glenn Frank (left), educator and vet- 

eran in publishing fields, has been named 

editor and president of Rural Progress. 

Bronson West, Greve Advertising agency, 

St. Paul, is newly-elected president of 

the Northwest Council of Advertising 
Agencies. 


Prize Designs 
Go to Work for 
Pacific Mills 


New York, July 20.—As a follow 
up of its “Young Designer” contest 
held last spring, Pacific Mills has 
launched promotion of print fabrics 
for children, utilizing 39 of the 
prize-winning designs. Full color in- 
sertions are appearing currently in 
Woman's Home Companion, and 
other women’s magazines will be 
added in the fall, it was announced. 

To acquaint the trade with the 
new prints, the Daily News Record, 
Dry Goods Journal, Fabrics, The 


Style Trend, and Women’s Wear are 
also being used. 

Dealers will receive animated win- 
dow displays, counter cards, and 
shelf cards, to be distributed through 
wholesalers. Suggestions for news- 
paper advertising and for window 
treatments will also be provided the 
dealers. Williams & Saylor, New 
York, is the agency in charge of the 
campaign. 


Cheese to KH & P 


The Sodus Creamery Corporation 
has appointed Kimball, Hubbard & 
Powel, Inc., New York, to promote 
Sodus Brand Creamed Cottage Cheese 
in the metropolitan New York area. 
The Sodus dairies supplying New 
York are located at Wolcott and 
Hannibal, N. Y. 


What's this...an old magazine 


SCREEN BOOK 


One of the Fawcett magazines distributed 
monthly to 7800 better Beauty Shop* paid 
subscribers. 


Maimed, maltreated, as though back from 


a battlefield. It tells a story typical of 
other Fawcett magazines which are regu- 
larly checked for editorial and advertising 
interest throughout U. S. 


tion points out, the packaged beer 
gains become apparent. Although no 
definite percentages are available for 
the years preceding the 18th Amend- 
ment because of the fact that all 
beer was taxed in the same way, it 
is estimated by the association that 
about 75 per cent of the beer sold 
then was draft, and 25 per cent pack- 
aged. 

Moreover, the large gains made by 
packaged beer are evident within the 
past year. For the first five months 
of 1936, draft beer sales were 64.59 
per cent of the total, and packaged 
beer, 35.41 per cent. This compares 
with 57.40 per cent draft for the first 
five months of 1937, and 42.62 pack- 
aged. 

Just where the greatest gains in 
packaged beers are being made is 
impossible to tell accurately, the 
association said. Both bottle and 
can interests claim gains, but bot- 
tled sales are difficult to measure be- 
cause of complications caused by re- 
turned bottles, and canned beer sales 
are not divulged by canners. 

The beer market is extremely sen- 
sitive to advertising, it is pointed out 
by the association, and a particularly 
strong drive by canners or bottle in- 
terests may cause a_ considerable 
change in the picture from week to 
week. 

The increase in packaged beer per- 
centages is viewed as a strong argu- 
ment against dry promotion by cer- 
tain observers. The Brewer and Malt- 
ster, brewing industry publication 
points out: “It is the theme of all 
drys that one of the major things 
they seek to reform in the liquor 
business is the untoward effects of 
hanging around bars and the evil in- xs 


fluences, destructive to homes and Sorry, Sir, but Snug Harbor is not to be thus 

ideals, to be found there. . . No such é ? d 

onus can attach to home consumption favored .. . Yon service-scarred copy of May Screen 

of beer.” Book is another sample of “Exhibit A” evidence 
that piles up month after month proving the PLUS 

of Faweett’s secondary circulation. 


for the Seamen?’s Institute? 


%& Estimated 200 Women read it in one 
leading New York City beauty shop!* 


* 14 coupons clipped from it! 
*4 pages of rotogravure removed! 
% 35 letters to editors from same vicinity ! 


*This copy came from a better Beauty Shop, 
New York City. 


hands, is an experience that warms the cockles of 
any advertising man’s heart. Here is cover-to-cover 
consumption of articles on beauty, fashions, foods 
and other thrilling feminine interests. 

Of course this May Screen Book shows wear and 
tear. So do all the returned Fawcett magazines. 
For its publishers—and advertisers—it’s a healthy 
sign. It shows that Fawcett Publi- 


Big 4 Names Agency 
Big 4 Advertising Carriers, Chi- 
cago, has appointed Ernest Frank & 
Neiman as advertising counsel. 


And by secondary circulation, we refer to those 
Fawcett women’s magazines distributed regularly 
to 7800 of the better beauty shops 


of America. There are four Faweett NEW ADVERTISERS cations editorially deserve the ever- 
FINE OTEL women’s magazines in each of these inet segunda NE tee ot mounting circulation and advertis- 
A I ‘ 7800 beauty shops. A survey reveals FAWCETT WOMEN’S GROUP ing gains* this group today enjoys. 


in the 
GRAND CENTRAL ZONE 
Opposite the Waldorf-Astoria 


that an average of 21.3 women cus- 
tomers per day read at least one 
Fawcett women’s magazine. With 
26 working days per month, this 


If you are not up-to-date regard- 
ing this successful rise of Fawcett 
Women’s Group, now is the time to 
obtain full information. Write or 
telephone our nearest office. 


SHREDDED WHEAT 
SILENT RADIO 
B.V.D. SWIM SUITS 
NON-SPI 
PO-GO LIPSTICK 
LONGINES WATCHES 


Single, $4 - - - Double, $6 


| Featuring two-room suites from $8 
daily. Serving Pantries, Electric Re- 
frigeration. 


beauty shop readership equals more 


than 4,000,000 PLUS circulation 


+ . . ‘ 
: ; : DEW DEODORANT 2,578,512 id ci i i 
Special monthly and yearly rates which costs advertisers not a single GEMEX oy pian PGE ES Ge aes See 
2 ye , ME? 31, 1937. 
extra penny! To ex e one r : 
Excellent Restaurant I . : ee ne of DAVOL RUBBER *45.5° gain in advertising revenues, Ist six months, 
and these books after 30 days in readers’ MAVIS 1937. 


Duplex Cocktail Lounge 


Air-Conditioned 
Music during Cocktail and 
Dinner Hour 


| | Bever 


125 EAST 50th ST. 
7 WM. A. BUESCHER, Monoger 
NEW YORE 


FAWCETT WOMEN’S GROUP 


The magazines with the human touch 


Sereen Book... Screen Play... Motion Picture-Movie Classic... Hollywood... Movie Story Magazine 


Romantic Stories ...True Confessions 


FAWCETT PUBLICATIONS, INE. 


NEW YORK . CHICAGO . LOS ANGELES - SAN FRANCISCO ° ATLANTA 
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Hough, Harper 
Get New Posts 


With Goodyear : 


Akron, O., July 20.—The Goodyear 
Tire & Rubber Company announced 
a personnel shift today bringing H. 
K. Hough, present managing director 
of the company’s British subsidiary 
at Wolverhampton, England, here 
Oct. 1 to become advertising manager 
of the parent company. 

Mr. Hough will succeed H. G. Har- 
per who has been transferred to the 
company’s California offices as West- 
ern division manager. L. E. Judd, di- 
rector of Goodyear public relations 
and advertising departments for the 
past two years, will, after Oct. 1, 
confine his activities to public rela- 
tions, it was announced. 

Other personnel shifts include J. 
E. May], assistant Akron sales mana- 
ger to vice-president of the California 
Goodyear Company; W. A. Hazlett, 
Western division sales manager, to 
Wolverhampton as managing direc- 
tor; H. E. Blythe, assistant sales 
manager, to sales manager of the 
tire division in charge of wholesale 
and retail tire sales; and C. C. Os- 
mun, Southeastern division manager 


EMERSON DEB 


Emerson Radio & Phonograph Corpora- 
tion, New York, is introducing this new 


Durez-molded radio, resembling and 
only slightly larger than a mantel clock. 


to merchandising manager of the 
Akraqn tire department, 


Graff Joins Brogle 


A. Stanley Graff, formerly of Lent 
& Graff Company, and more recently 
with the Stirling Press, New York, 
has become a vice-president of E. E. 
Brogle & Co., New York, 


GLUEK APPEALS 
TO CRAFTSMEN 
IN ALL FIELDS 


Beer Campaign Given Dual 
Assignment 


Minneapolis, July 22.—A vocational 
appeal, wrapped up in jingles which 
emphasize the correct pronunciation 
of the advertiser’s name, has been 
launched by Gluek Brewing Com- 
pany, Minneapolis, in a new cam- 
paign which blankets the Northwest, 
with newspapers, radio, posters, and 
car cards being used, and window 
and display cards helping to drive 
the central theme home. Every ad- 
vertisement also carries the slogan, 
“It’s time for Gluek’s.” 

The first rhyme in the series said: 

“We've laid our bricks, 

It’s time for Gluek’s!” 

Subsequent advertisements will be 
directed to the carpenters who have 


“sawed their sticks”; garagemen who 


cet - 


BUILD A HOUSE— 
HAVE MONEY LEFT! 


Equal in space and finish to a $20,000 house in 
Cleveland is a $10,000 house in Los Angeles— 
thanks to lower cost of even-climate construc- 
tion. With highest per capita index of purchas- 
ing power, 68% above national average, such 
savings release a greater share of the Los Angeles 


family budget for other necessaries, for pleas- 


ures, luxuries. 


LOS AN 


tive figures 


papers, for 


kudos. 


of Circulation are 
cold, authorita- 
on 
circulation of 
Los Angeles 


six 


The Sunday Times: 


iPS Wao in UNUSUAL 


GELES 


COLD FIGURES ON 
HOT FACTS 


Recently released 
by Audit Bureau 


months ending 
March 31, 1937. 

19,488 more than next largest morning daily. 
The Times’ gain over last year: 24,600, or 344 


times better than nearest competitor for growth 


The Times today: 215,768, or 


circulation today, 


343, 415; gain over last year. 40,094. 


A DOLLAR’S WORTH 


QUICK-MONEY CROPS 


Mighty  contribu- 
tors to wealth in 
Los Angeles 
County are the cit- 
rus fruits, melons, 
fresh vegetables, 
avocados, cotton, 
other cash-on-the- 


barrelhead crops. 


dollar value is highest of any U. 


goodly number of the beneficiaries of this in- 


come live, work, 


Here agricultural yield in 


do business in 


FOR 47e 


power reached. 


S. county. A 


Times Town. 


IN THE WEST 


here in an utterly new way. 


THE “PURLINE” measures advertising costs 


A Purline is the 


cost per line per billion dollars of purchasing 


For The Times, it is only 47¢e— 


for other Los Angeles newspapers, from $1.00 to 
$1.16. Thus, in Los Angeles, 


the sales expectancy of advertising dollars. 


The Times doubles 


For further Purline data, or information on 
local selling problems, write The Times, Los 
Angeles, or Williams, Lawrence and Cresmer, 
New York, Chicago, Detroit, San Francisco. 


LOS ANGELES TIMES 


LARGEST MORNING CIRCULATION 


VERTICAL JINGLES 


PULL FOR GLUEK'S 


bE 
Le, 
an 


“RO Its time for GLU 


We've laid our bricks\ 


(5 


After a good day's 
work, have a glass of 
good beer. On draft 
or in bottle, Gluck’s 
tastes the same—and 
the taste is right! 


Gluek Brewing Company is reaching the working man throughout the Northwest 


in various trades in a novel jingle series in a variety of media. 
nunciation of the name is a secondary objective. 


Correct pro- 
Hutchinson Advertising Com- 


pany is in charge of the campaign. 


have no more “tires to fix’; painters 
who have “done their licks,”’ and the 
farmer who has his “hay in ricks.” 
The staff of Hutchinson Advertising 
Company, in charge of the campaign, 
expects no difficulty in continuing 
the series indefinitely, particularly as 
the public is coming to the rescue 
with some ingenious and rib-tickling 
suggestions. 


Art Furthers Objective 


Appropriate art treatment has 
been developed for all printed adver- 
tising, the class appealed to in each 
case providing the motif for the il- 
lustrations. A blend of realism and 
phantasy has been adopted. 

The visual campaign will be sup- 
ported by a radio program involving 
transcriptions of a new song com- 
posed by the writer of a Gluek song 
which set the Northwest to whistling 
a year ago. The song, carrying out 
the jingle idea, has been transcribed 
by a leading band for use on WCCO 
and WTCN, Minneapolis; KFYR, Bis- 
marck, and KFJM, Grand Forks. The 
theme is used in the popular daily 
sports broadcast sponsored by Gluek. 

Outdoor posters are appearing in 
60 cities, while 50 newspapers are 
carrying the Gluek story. 


Publicity for General 
Mills to BBD&O 


General Mills, Minneapolis, has re- 
tained Batten, Barton, Durstine & 
Osborn, Inc., to assist the publicity 
relations department in its opera- 
tions. 

“The arrangement in nv way modi- 
fies or affects any existing relation- 
ship with any other agency,” Donald 
D. Davis, General Mills president, 
said. 


To Park & Tilford 


Park & Tilford Import Corporation, 
New York, has been appointed sole 
agent in the United States for Brugal 
& Co., San Juan, Porto Rico, dis- 
tiller of Brugal rum. Distribution is 
now being arranged in metropolitan 
New York, and newspaper advertis- 
ing will appear through Charles M. 
Storm, Inc., New York. 


Offer Public 


One- Third of 
Esquire Stock 


New York, July 20.—The financial 
background of Esquire and Coronet 
was revealed today publicly for the 
first time in connection with a state- 
ment by Esquire-Coronet, Inc., for 
registration of 150,000 shares of the 
company’s common stock, now pend- 
ing before the Securities and Ex- 
change Commission. 

David A. Smart, president, stated 
that figures for the three months 
ended June 30, 1937, indicate net in- 
come of $363,522, after deduction for 
normal Federal income taxes, com- 
pared with $127,759 for the same 
period of 1936. Mr. Smart said that 
net income was $103,562 for the fiscal 
year ended March 31, 1935; $316,214 
in 1936; and $937,183 in 1937. 

Esquire, started in 1933, has regis- 
tered a circulation rise from 122,474 
in January, 1934, to 606,616 in Jan- 
uary, 1937. Coronet, launched a few 
months ago, will accept advertising 
with the October issue at rates based 
on an average net paid circulation 
for the six-month period following 
October, 1937 of 400,000 copies per 
month. 

Esquire-Coronet, Inc., has no funded 
debt, the statement said, and its sole 
capitalization consists of 500,000 
shares of capital stock of which 150,- 
000 are being registered to be offered 
publicly in the near future. All the 
shares registered are now outstand- 
ing and the registration does not rep- 
resent any new financing on the part 
of the company, it was said. 


“World” Promotion Project 


As a promotion project, Petroleum 
World, Los Angeles, invited oil men 
to attend a special studio preview 
July 23 of “High, Wide and Hand- 
some,” Paramount production of the 
epic of oil. The film, starring Irene 
Dunne and Randolph Scott, will be 
released later this year. 


Aly uth 


A P. & A. man told us a certain advertising man 


was ‘‘always fussy’ 


Stereos. 


about his Mats, 
“Fine and dandy,” 


Electros, 


we replied, ‘‘just re- 


member that birds of a feather do flock together.” 


Finale: When the ‘“‘finicky’’ prospect found out how 


fussy we are about quality, his name promptly trans- 


ferred to the customer file. And it's still there. 


PARTRIDGE & ANDERSON COMPANY 


PHONE: HARRISON 3732 + 712 FEDERAL ST. - CHICAGO 


Nickeltypes + Tenaplates 


Matrices + Stereotypes 
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ADVERTISING AGE 
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The measure of value of 
advertising in a newspaper 
is the honesty of the news 
that surrounds it. 


Trusting the news, people naturally 
trust the advertising. Which is the 
dominant reason why advertising in 
The Christian Science Monitor has 
proved successful for thousands of 
advertisers. 


The Christian Science Monitor is a daily newspaper 
for all the family, published by The Christian 
Science Publishing Society, at One, Norway St., 
Boston, Massachusetts. Its Chicago office is at 333 
No. Michigan Ave. Other branch offices are located 
in New York, Detroit, St. Louis, Kansas City, San 
Francisco, Los Angeles, Seattle and Miami. 
European offices are in London, Paris and Geneva. 
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M ailing 
Show MemoSlip 
Out-Pulls P. S. 


New York, July 20.—Experiences 
of mail order houses and publishers 
were cited here this week in support 
ot the contention that the “memo 
slip” pinned to the direct mail mes- 
suge to spotlight the terms of a spe- 
cial offer is a powerful 
clincher than the simple “P. S.” 

According to Wadsworth & Walker, 
Inec., New York agency, Parents’ Maga- 
zine recently conducted an _ experi- 
ment to determine which of the two 
methods was more effective. Identical 
letters were sent to a list of sub- 
scribers who had let their payments 
lapse. At the end of one letter was 
a P. S., “This letter is worth 50 cents 
if you pay your outstanding account 
in full by such and such a date.” The 
other letter omitted the P. S. but at- 
tached instead a small memo slip on 


more 


sales 


Tests 


E. Jeff Barnette (left), advertising man- 
ager of the Houston Press prior to 1930, 


has returned to this position. Cecil 
Underwood, free lancing for the past 
year, has joined Needham, Louis & 


Brorby, Chicago, and will produce the 
Johnson's Wax Fibber McGee and Molly 


said, many times in preparing mail- 
ings for Montgomery Ward & Co., 
National Bellas-Hess, Postal Life and 
other large mail sellers. 


Reply Envelope Best 


which was multigraphed the same It was also reported that tests have 
inducement, indicated that the ordinary business 
When the returns were tabulated|reply envelope has proved far more 


it was found that the letter with the 
memo far outpulled the one with the 


fruitful than the plain unstamped 
envelope, patented envelope incorpor- 


A & S Announces Jury 
For 1937 Awards 


Members of the 1937 jury for the 
annual advertising awards sponsored 
by Advertising & Selling will be 
Allen L. Billingsley, Fuller & Smith 
& Ross, chairman; Dr. M. F. Agha, 
Conde Nast Publications; Richard 
Compton, Compton Advertising, Inc.; 
A. M. Crossley, Crossley, Inc.; J. 
Stirling Getchell, J. Stirling Getchell, 


Inc.; Watson Gordon, Doremus & 
Co.; H. F. Jones, Campbell Soup 
Company; Paul E. McElroy, Ethyl 


J. H. McGraw, 
Publishing Company; 
Mrs. Ogden Reid, New York Herald 
Tribune; Eugene Thomas, WOR; 
Deane Uptegrove, Alley & Richards 
Company. 

Earnest Elmo Calkins is chairman 
of the administrative board. Awards 
will be given for advertising pub- 
lished in the United States during 
1937. 


WAIM Joins Columbia 

Effective Sunday, July 18, WAIM, 
Anderson, S. C., was added to the 
Columbia network. Owned by Wilton 
FE. Hall, the station operates full 
time on a frequency of 1,200 kilo- 
cycles. 


Dorothy Tudor Named 


Dorothy Tudor has been appointed 
advertising manager of Ivey-Keith 


Gasoline Corporation; 
McGraw-Hill 


P. S., an experience that has been|ating order form, or business reply| Company, Greenville, S. C., depart- 
corroborated, Wadsworth & Walker ‘card. ment store. 
Jr RETAIL DISPLAY 
Daily Sunday Total 
CHRONICLE . 2,380,378 930,436 3,310,814 
re I 1,397,011 858,390 2,255,401 
PRESS FS reer 1,844,923 
Daily Sunday Total Daily Sunday Total 
CHRONICLE 1,091,204 231,750 1,322,954 CHRONICLE 1,006,852 415,545 1,422,397 
ee ice eer’ 522,185 149,081 671,266 POST 632,623 254,820 887,443 
PRESS 496,815 ..... 496,815 PRESS 451,008 451,008 
Figures from Media Figures used are 


Records for the six 


30, 1937. 


months ending June bs C a re 0 » IC L E 


Daily Sunday Total 
CHRONICLE 229,778, 82,831 312,609 
a 137,745 52,947 190,692 
ii =) | re 158,204 


lines. The Houston 
Press does not pub- 
lish on Sunday. 


SFrTOTAL DI 


Daily 


Sunday 


SPLAY 


Total 


CHRONICLE 3,749,489 1,263,144 5,012,633 CHRONICLE 
POST 2,112,648 1,077,213 3,189,861 POST | 
PRESS 2,538,937 2,538,937 PRESS 


ADVERTISING 

Daily Sunday Total 
4,790,639 1,681,608 6,472,247 
2,771,881 1,336,002 4,107,883 
3,015,265 3,015,265 


K. W. McCARTHY 
Manager National Advertising 


The Chronicle has led The Post and The Press in advertising since 1913. More circulation, 
greater reader responsiveness, and higher average reader buying power make The Chronicle 
Houston’s most productive medium. 


THE HOUSTON CHRONICLE 


LARGEST DAILY IN TEXAS—LOWEST MILLINE RATE 
LEADS THE STATE IN NATIONAL ADVERTISING 


THE BRANHAM COMPANY 
National Representatives 


Carrying out its musical name formula, 


Maiden's New 


Allo Follows 


Musical Theme 


New York, July 21.—Maiden Form 
Brassiere Company will announce 
Allo, the newest in its musical series 


of foundation apparel, in an extensive 
magazine and newspaper campaign 
in September, it was announced to- 
day. 


Maiden Form’s adaptation of mus- 
ical terms to feminine curves has re- 
sulted in the names Overture, Pre- 
lude, Variation, Etude, and now Allo 
and Intimo, the latter presented both 
in brassieres and in once-overs, or 
one-piece foundation garments. 

Publications to be used for Allo, 
meaning “in the style of’ and pro- 
posing to mold the subject to current 
figure-fads. will include 24 general 
and women’s magazines, five business 


Group, Playbill, and the programs of 
the Metropolitan Opera Company and 
Carnegie Hall. 
Arthur Rosenberg, 
the ageney in charge. 


New York, is 


Stocker Starts Agency 


Glee R. Stocker, president of the 
International Association of Display 
Men, and formerly display advertis- 
ing director of Wohl Shoe Company, 
St. Louis, has organized Glee R. 
Stocker & Associates in the Chem- 
ical bldg., St. Louis, specializing in 
point of purchase advertising, store 
planning and merchant window and 
interior display service. The agency 
has been retained by C. A. Reed 
Paper Company, Williamsport, Pa. 


Rector Returns to 
Mo.-Pacific Lines 


John F. Rector, formerly director 


of advertising and publicity of the 
Missouri Kansas Texas Lines, St. 


Louis, has returned to the Missouri 
Pacific Lines, in a similar post, suc- 
ceeding EK. H. McReynolds, chairman 
of the Advertising Federation of 
America, who has joined James Mul- 


McReynolds before joining Missouri 
; Kansas-Texas Lines. 


Gets Breez-Electric 
Advertising of Breez-Electric Cor- 
poration, Chicago, has been placed 
with M. Glenn Miller, Chicago. The 
company manufactures a new type of 


wind generator for operating farm 
radio sets as well as a larger wind- 
driven generator for lighting pur- 
| poses. 


NEW NOTE IN MAIDEN FORM SYMPHONY 


papers, six medical journals, roto- | 
gravure sections of Metropolitan Sun. | 
day Newspapers, Midwest Roto | 


ligan Printing Company, St. Louis, | 
as vice-president and general man- 
ager. 

Mr. Rector was assistant to Mr. 


Maiden Form Brassiere Company, New 


York, has dubbed this new style to be introduced in fall advertising, "Allo," 
meaning “in the style of.” 


New Program Policy 
New York Broadcasting System 
has announced a new program policy 
jalfecting member stations. Besides 
|carrying their own local shows, the 
Stations, with the exception of WINS, 
New York, will be fed programs from 
WLW, Cincinnati, WHN, New York, 
and WAAB, Boston. They will also 
air the programs originating at 
WINS. Other members of the net- 
work are WABY, Albany; WIBX, 
Utica; WSAY, Rochester; WMBO, 
Auburn; and WBNY, Buffalo. 


Steel Account to 
Griswold-Eshleman 


Youngstown Sheet & Tube Com- 
pany, Cleveland, manufacturer of 
steel products, has appointed Gris- 
wold-Eshleman Company, Cleveland, 
to handle its advertising account. 

B. K. Padgett, formerly with the 
American Gas Association, has joined 
the agency as assistant account ex- 
ecutive. D. B. O’Neall, formerly with 
Electrograph Company, Detroit, also 
has joined the agency. 


“ ” * 
Leader” Now Daily 
The News-Leader, Greenville, N. C., 
tri-weekly newspaper, became a daily 
with the issue of July 18. W. L. 
Smith, Jr., is advertising manager. 
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The arencngs and 
best insurance of a 
striking poster is 
VAC-CUP-BAC Poster Paper 
This poster created by 
Arthur Kudner, Inc. 
Back of every fine poster— regardless of the excellence 
of art treatment and the care used in lithographing — | 
must be good poster paper. Advertisers, agencies and 2 
lithographers have learned to rely on Vac-Cup-Bac : 
Poster Paper for producing fine posters that not only i 
dominate because of their appearance, but that keep . 
their snap and trim lines throughout the entire posting a 
| period. 
VAC-CUP-BAC is definitely the poster paper that 
lithographers prefer to see specified. They know it 
, means easier handling on the presses and a clearer- 
VAC-CUP-BAC 's cut, more faithful reproduction. 
Service Guarantee And, plant owners post Vac-Cup-Bac designs with 
F The diamond. ie Zornes Sep. pleasure because they know it means that flagging is 
paper, gives VAC-CUP-BAC greater reduced to a minimum. 


sticking qualities and smoother ap- 
pearance during the life of the poster. 


By eases x win Sees Se CEN a3 


~ WEST VIRGINIA PULP AND PAPER COMPANY 


ot 130 Park Peers Now York, N. Y. 503 Market Street, tin ‘ilies, Ca s 


35 East Wacker Drive, Chicago, Il _ Public Ledger Building, Philadelphia, Pa. 
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Open Test for 


Pop, Soapless 
New Dishwasher 


New York, July 21.—Test cam- 
paigns have been launched in Syra- 
cuse and Binghamton for Pop, new 
soapless dishwashing product of 
Popular Brands, Inc., New York, a 
newly formed company. 


Newspapers, Radio Scheduled 


Newspaper copy and radio have 
been scheduled for a 10-week period, 
according to Tracy-Locke-Dawson, ad- 
vertising counsel, with future plans 
contingent upon success of the tests. 


The new product is presented in a 
package similar to cardboard milk 
bottles which taper to a pour-spout 
top. The product is said to clean by 
means of low surface tension instead 
of, as with soaps, by dissolving the 
grease. 


TEST 


SIX MILES from the 
state’s geographical cen- 
ter, Macon is literally 
the heart of Georgia... 
its sales territory an 
ideal cross-section for 
testing the Georgia (or 
Southern) market. Prove 
out your campaign in 
the 


MACON 


GEORGIA 
TELEGRAPH 
and NEWS 


Representatives: 
THE BRANHAM COMPANY 


ONE DISCOUNT 
HELD ILLEGAL, 
ANOTHER FAIR 


FTC Issues First Rulings 
in Robinson-Patman Act 


Washington, D. C., July 19.—Draw- 
ing a distinction between high and 
low unit prices in two cases, and ap- 
parently upholding functional dis- 
counts in another, the Federal Trade 
Commission today issued its first de- 
cisions under the Robinson-Patman 
amendment to the Clayton anti-trust 
act. Many observers applauded the 
verdict as interpretation in the light 
of reason. 

In a fourth ruling, the Commission 
found that Biddle Purchasing Com- 
pany, New York, rebated brokerage 
fees to the chain stores subscribing 
for its market information service, 
and accordingly ordered suppliers to 
cease paying such fees and subscrib- 
ers to cease accepting them, on the 
ground that the latter gained an un- 
fair advantage over non-subscribers. 

Procon Grocery Company, another 
chain buying organization, which is- 
sued no market information service, 
dissolved last May when cited by 
the FTC. 


Kraft-Phenix Is 


Victor 


The Commission dismissed its case 
against Kraft-Phenix Cheese Corpo- 
ration, Chicago, whose system of dis- 
counts, available to all retailers on 
the same terms, does not, it decided, 
tend to suppress competition either 
among manufacturers or retailers of 
cheese. The difference in the pur. 
chase price because of the discount 
amounts only to three-quarters of a 
cent per package, the commission 
found. 

On the other hand, the commission 
ordered Hollywood Hat Company, 
New York, to cease discriminating 


It Can Happen Here! 


MORE THAN 


50,000 ACTIVE PLANT MEN 
THE LARGER PLANTS 


IN 
IN ALL INDUSTRIES 


HAVE PROVEN IT 


cecal 


STARTED 


MAY 1933 —_a s 


INDUSTRIAL EQUIPMENT NEWS J 
[=| aa ual on 


| 
i MEMBER 


oo A 


Prior to The Advent of LEN ... The idea that adver- 
tising to general industry could or should produce 
Traceable-To-Advertising sales was most frequently 


labelled “It Can’t Happen Here” . . 


. and shouldn’t. 


But—IEN’s unique and original setup has conclu- 
sively proven otherwise—because TIEN advertisers 
secure all the valuable intangible benefits of Thor- 


ogoing Market 


Coverage 


PLUS INQUIRIES to 


which volume and quality sales are daily being made. 


TIEN HAS 
OPERATING READERS 


GOING TO GENERAL 


TWICE AS MANY 


(50,000) PLANT 


AS ANY OTHER PAPER 


INDUSTRY — AND AN 


ADVERTISING COST OF ONLY $79 TO $85 AN 


ISSUE. 


Thomas Publishing 


461 EIGHTH AVENUE 


Company 
NEW YORK, N. Y. 


GIVE SERIOUS THOUGHT TO INTERNATIONAL PROBLEMS 


With convention insignias prominent, this quartet of American leaders at the World Advertising Congress in Paris com- 
prises Arch Davis, International Business Machines Company; Gilbert T. Hodges and Edwin S. Friendly, New York Sun, and 
G. Ray Schaeffer, Marshall Field & Co. 


in prices among its chain and syndé- 
eate customers. One syndicate, oper- 
ating more than 200 millinery depart- 
ments in stores located throughout 
the United States, paid $21 a dozen for 
assorted suede hats, while others com- 
peting with it, were charged from 
$24 to $27 a dozen. The first syndi- 
cate bought assorted velour hats at 
$36 a dozen, while competitors paid 
from $39 to $42 a dozen. 

Thus, a differential of three-fourths 
cent in the price of a package of 
cheese is legal, while one of 37% 
cents in the price of a hat is illegal, 
the Commission held. In the first 
case, however, the discounts were 
offered to all customers on a fixed 
scale, while in the second, the dif- 
ferential was of an “inside” or secret 
nature. The commission ruled there- 
fore, that the discount on hats was 
not justified by differences in the cost 
of manufacture, sale or delivery, nor 
justified by any other provision of 
the Clayton Act as amended. 


The decision against Hollywood 
Hat Company may also have been 
affected by charges of unfair com- 


petition preferred under another sec- 


tion of the Clayton Act. The com- 
pany was charged with and found 
guilty of cutting prices and subse 


quently delivering hats made of in- 


ferior material. The Commission 
ordered it to cease from. shipping 
millinery of a different grade than 


ordered unless the buyer is 
of the difference. 


advised 


Bird Suit Dismissed 


The commission also dismissed the 
against Bird & Son, Ine., and 
Bird Floor Covering Sales Corpora- 
tion, East Walpole, Mass., and Mont- 


case 


gomery Ward & Co., Chicago, the 
first two being charged with selling 
at discriminatory prices, and Ward 


with knowingly receiving such prices. 
The two suppliers have ceased sales 
to retailers and now sell jobbers and 
mail order houses on the same terms, 
the commission found. 

Cost of selling to mail order houses 
was only 18.6 per cent, compared 
with a cost of 47.1 per cent to ordi- 
nary retailers, the commission said. 

“Thus,” the decision continued, 
“costs differed by over 28 per cent, 
while the difference in price was less 
than 20 per cent. This evidence was 
corroborated by an accountant for 
the Commission. Since the act spe- 
cifically permits differentials in price 
which ‘make only due allowance for 
differences in the cost of manufac- 
ture, sale, or delivery resulting from 
the differing methods or quantities 
in which such commodities are to 
such purchasers sold or delivered,’ 
the amount of discrimination existing 
in this case was apparently within 
the terms of this proviso. These con- 
siderations would appear to be con- 
trolling.” 


May Select Customers 


The decision pointed out that the 
present sales policy of the two Bird 
companies is not one of discrimina- 
tion in price between or among the 
only two classes of customers they 
have chosen to sell. It continued: 

“The act declares that nothing in 
it ‘shall prevent persons engaged in 
selling goods, wares and merchandise 
in commerce from selecting their own 
customers in bona fide transactions 
and not in restraint of trade.’ 

“So the act does not purport to 


interfere with the right of a seller 


to select his customers. He may dis- 
criminate in the choice of his cus- 
tomers. Not until there is a discrimi- 
nation in price among those chosen 
does section 2A of the act have any 
application, 

“There is no suggestion that the 
selection of customers here involved 
was the result of any combination in 
restraint of trade. Rather, it was in 
order to reduce the sellers’ cost of 
distribution. The courts have con- 
sistently upheld the right of indi- 
vidual traders to select their custom. 
ers in the absence of such a combina- 
tion.” 


Questioned Cheese Discounts 


Kraft-Phenix Cheese Corporation 
was charged with unlawful price dis- 
crimination in the use of quantity 
discounts and volume discounts in 
sales to retailers. A 5 per cent dis- 
count on package cheese and cheese 
products, other than loaf cheese, is 
granted to retailers who buy more 
than $5 worth in a single purchase, 
and to group buyers who purchase 
more than $100 worth in a single 
week and are billed jointly. 

The same discounts are made 
available upon the same conditions 
to retailers who buy salad products. 
Buyers of loaf cheese receive a dis- 
count of 1 cent for purchases of 
trom 30 to 149 pounds, an additional 
cent for purchases of from 150 to 749 
pounds and an additional half-cent 


'for 750 pounds or over, 


“Discounts are made unlawful by 
the Clayton Act, as amended by the 
Robinson-Patman Act,” recited the 
Commission’s decision, ‘‘when their 
effect may be substantially to lessen 
competition or tend to create a mo- 
nopoly in any line of commerce, or 
to injure, destroy or prevent competi- 
tion with those who grant or receive 
the discounts. 


Practice Is Common 


“Evidence introduced indicates that 
use of discounts similar to those em- 
ployed by Kraft-Phenix is prevalent 
in the industry. Moreover, the evi- 
dence indicates that this company’s 
products are sold to the retailer at 
prices which in most cases exceed 
those of its competitors. While Kraft- 
Phenix sells a considerable propor- 
tion of the loaf and packaged cheese 
and salad dressings sold in the 
United States, there is no reason to 
infer from the evidence that its sys- 
tem of discounts are used unfairly 
to deprive competitors of business or 
that it is promotive of monopoly. Nor 
does such a system appear to have 
been used to effect a lessening of 
competition between Kraft-Phenix 
and its competitors or to injure such 
competition.” 

Turning to consideration of the ef- 
fect of the discounts on retailers, the 
decision described the Kraft-Phenix 
distribution system, under which it 
exchanges new goods for any of its 
products which may have deterior- 
ated on the dealers’ shelves. Conse- 
quently, the commission pointed out, 
a retailer who wishes to do so may 
safely buy a two or three weeks’ 
supply at one time without fear of 
loss. 

Clarifies the Law 


“Although, even under these condi- 
tions,” said the decision, “an ap- 
preciable number of retailers do not 
obtain the discount, the commission 
does not believe that Kraft-Phenix 

(Continued on Page 26) 


General Foods Buys 
Snow King Company 


General Foods Corporation, New 
York, has acquired Snow King Bak- 
ing Powder Company, Cincinnati, O., 
manufacturer of Snow King and 
Dairy Maid baking powder. 

Parlin Lillard, vice-president of the 
Snow King Company, will join Gen- 
eral Foods in charge of Snow King 
and Dairy Maid operations. 


Tenney Appointed 


John A. Tenney has been appointed 
advertising manager of the Ritz- 
Carlton Hotel, Atlantic City, N. J. 
Florence Jane Tenney has been 
named public relations director for 
the hotel, succeeding Joseph Shinn, 
Jr., who is now public relations di- 
rector for the Hotel Traymore, At- 
lantie City. 


Myhrum to “Puck” 


Arthur Myhrum has joined the 
Chicago staff of Puck, the Comic 
Weekly. He was recently with the 
Omaha World-Herald and prior to 


that with the Chicago Tribune for 20 
years and first advertising manager 
of the New York Daily News. 


WASTING 
AN HOUR A 
DAY DOING 
THINGS 
RAPID GAN 
DO... ous 


YOUR TOUGH LUCK. 
BUT DOING THOSE 
THINGS FOR YOU, 
THAT'S OUR GOOD 
LUCK. 


P.S. That hour is a fact. For 
proof, call 


RAPID 


COPY SERVICE CO. 


6 BRANCHES: NEW YORK, 415 Lexing- 

ton, 444 Madison, VAnderbiit 3-3680 

CLEVELAND, Ninth — Chester Bidg., 

MAin 9335 e@ CHICAGO, 110 So. Dear- 

born, 228 No. La Salle, 360 Ne. Michigan 
Ave., STAte $977. 
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YOU'RE 
LOOKING 


Accumulation of 3.366 Cars of 
Wheat at Kansas City in One 
Day Sets New All Time Record 


ALL them box cars if you will. In reality they are 
argosies of gold bringing to port their precious 
cargoes of sun-ripened grain. Each is a symbol 

of Nature’s profusion and a signal for gladness through- 
out the world. : 


On Tuesday, July 6, there were 3,366 cars of new 
wheat in the railroad yards at Kansas City. It wasa 
new high record for the world’s largest primary winter 
wheat market. 


Each of those box cars held from 1,600 to 1,800 
bushels of wheat. The average value of each carload 
was about $2,100.00. The total value of the 3,366 


cars was 7 million dollars. 


THE KANSAS CITY STAR. 


Sunday 316,818 


Evening 307,614 Morning 304,591 


In one day —7 million dollars’ worth of wheat! 


Nearly 300 million dollars’ worth of wheat will 
be harvested and sold in the Southwest this summer. 
It's the best crop in six years—first in bushel yield, 
first in dollar value! 


Shape your advertising program to meet the needs 
of Southwestern people who are being enriched by 
this record crop. Consider the circulation coverage 
of The Kansas City Star—how perfectly it will publicize 
your name and product in the great golden zone of 
Southwestern prosperity. 


The Daily Kansas City Star is the largest newspaper 
west of Chicago. It has a circulation of more than 
300,000 copies each issue. The Sunday Star has 
316,000 subscribers. 


The Weekly Kansas City Star (agricultural), with 
457,000 paid-in-advance subscribers, is the largest 
farmers’ weekly in America. 


Ask for detailed circulation data and for low com- 
bination rates for advertising in The Daily and Weekly 
Star or The Sunday and Weekly Star. 


Weekly Star 457,087 
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ONE DISCOUNT 
HELD ILLEGAL, 
ANOTHER FAIR 


(Continued from Page 24) 
is required by law to make no dis- 
tinction between these and other re- 
tailers. 

“The company maintains a system | 
of truck retailers de- 
signed to insure the freshness of the 
product when delivered, to facilitate 
return of products which are not 
fresh, and to stimulate retailers’ in- 
terest in cheese. This system of de- 


delivery to 


liveries is by nature expensive, its 
cost averaging about 13 or 14 per | 
cent of the gross value of sales se | 
made, 
“Witnesses for Kraft-Phenix testi-| 
fied that its ability to use such a de-| 
livery system without 
upon the size of the 
and that the discount 
chases was intended to 
large enough to 
method of delivery. 
shows, that the 


loss depends 
sale, | 
pur- 
sales 
such a 
evidence 
and 


average 
for $5 
make 
justify 
The 
freshness 


too, 


WESTERN CLASSIFIED EXECUTIVES EXCHANGE TIPS ON PROMOTION 


Wesley O. Sessions, classified advertising manager of the Salt Lake Tribune and Telegram (lower row, left) played host at 
this classified conference in Salt Lake to Phyllis Glasmann, Ogden Standard-Examiner; Kenneth Flood, San Diego Tribune; 
Mel Burgess, Santa Monica Outlook; J. J. Tierney (back row, left), Spokane Spokesman-Review; Harry J. Lynch, Tacoma 

Ledger and News Tribune, and N. J. A. McDonald, Oakland Tribune. 


uniformity of packaged cheese and 
salad products to which this system 
of merchandising contributes has 
been the cause of a considerable in- 
crease in the use of such products 


Policy Held Reasonable 


“To encourage the purchase of 


@ We are all apt to followa 
certain routine of doing things, 
often overlooking BETTER methods 
of accomplishing the same task. 
For instance, a Typographer 
can set a series of advertise- 
ments, an Engraver can make 
the plates, and a Printer can 
print the portfolio, containing 
these same advertisements. It is, 
therefore, logical to assume that 
ONE reliable institution can pro- 
duce the COMPLETE job—under 
ONE roof—at a definite saving of 
TIME, TROUBLE and MONEY. This 
is the type of COMPLETE SERVICE 
we are giving advertising agen- 
cies and advertisers. It is a lot 
better than youimagine. Frankly, 
you will never know unless 
you try. Phone, Wabash 7820. 


Exceptionally well fitted to submit ideas, 
write copy, prepare sketches and draw- 
ings—through every step.of production. 


@ The production | 
on this reduced 
advertisement for 
The Hump Hairpin 
Manufacturing 
Co. was handled 
by Faithorn Corp. 


THE FINEST AT FAITHORN 
FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Speed, economy and satisfaction assured. 


FAITHORN 


CORPORATION 


504 SHERMAN STREET + CHICAGO 
TELEPHONE WABASH 7820 


| packaged cheese and salad products 
j in quantities sufficient this 
;system of distribution economically 
| possible is a reasonable policy in the 
poten the of competition. 

| “Moreover the discount by which 
such purchase is encouraged does not 
appear to inflict any perceptible in- 
jury upon those who do not receive it. 
The price of the more frequently sold 


to make 


package cheese items at retail vary 
by as much as two or three cents, 
whereas the difference in the pur- 


chase price of such cheese products 
because of the 5 per cent discount 
would amount to three-quarters cent 
a package or less. 

“Concerns which 
discount are 


do not recetve a 
among those with the 
lowest retail prices and concerns 
which do receive a discount are 
among those with the highest. The 
retail price depends so much upon 
the character of the store, the buy- 
ing power of its customers, the im- 
portance of its cheese trade and the 
nearness of other competing stores 
that there is no basis for concluding 
that the price of these products is 
governed by receipt of the discount. 


No Trade 


“Considerable evidence in the rec- 
ord indicates that there is no ap- 
preciable diversion of trade in cheese 
products even where a two or three- 
cent price difference exists; but apart 
from the evidence, diversion of trade, 
Which is one of the elements of in- 
jury to competition, can only be at- 
tributed to price differentials, if such 
differentials exercise a _ perceptible 
effect upon retail prices.” 

The decision said that evidence of 
injury to competition by impairment 
of the profits of some competitors is 
likewise absent. Profit margins of 
retailers who receive no discount are 
apparently adequate, and they testi- 
fied that they are satisfied with these 
margins, The Commission found that 
operating margins in cheese are 
about the same as other grocery store 
products, though turnover of 
products is more rapid. 

“The effect of failure to receive the 
discount is not the necessity of 
selling at a loss, but at most the re- 
ceipt of a somewhat smaller profit 
than is received by others who pur- 
sue the same price policy,” the Com- 
mission continued. “But even this 
effect upon profits is negligible. To 
a concern purchasing $5 worth of 
Kraft packaged cheese products every 
two weeks throughout the year the 
aggregate annual discount would be 
$6.50. Such remote and minute ef- 
fects upon the income of certain com- 
petitors cannot be regarded as _ in- 
jurious to competition within the 
meaning of the statute.” 


Diversion 


cheese 


Justified By Savings 


The commission also went into the 
question of cost of delivery in great 
detail, finding that retailers who 
ordered in quantities were served di- 
rect from the warehouse, while 


DAY AND NIGHT SERVICE 


others were serviced from trucks de- 


livering other products as well. Thus 
the commission concluded that this 
saving in delivery cost also justifies 
the discount. 

“There remain, however, price dif- 
ferences between the lowest and next 


lowest brackets and the highest and 
next highest brackets,” the decision 
said. “These differences are not ac- 


counted for by differences in method 
of delivery. The discount of one 
cent a pound which becomes avail 
able to those who buy 30 pounds o1 
over is roughly analogous to the 5 
per cent discount upon purchases of 
$5 worth of package cheese, but 
amounts to less than 5 per cent. 

“The considerations pertinent to 
the question of injury to competition 
are not different in the case of this 
lcut cheese from those already raised 
about package cheese. Therefore, 
this discount cannot be held injuri- 
ous.” 

Lined up with Biddle Purchasing 
Company as respondents were Gen- 
eral Company, St. Louis; 
Smart & Final Company, Wilmington, 
Cal.; The Kavey Company, Xenia, O.; 
Michigan Trading Corporation, De- 
troit; C. G. Meaker Company, Au- 
burn, N. Y.; Middendorf & Rohrs, 
New York; Koll Grocery Company, 
Owensboro, Ky.; Dannemiller Coffee 
Company, Brooklyn; Colonial Mo- 
Company, Brooklyn; Albert 
Dickinson Company, Chicago; Ervin 
A. Rice Company, Chicago; Cava 
Packing Company, Salinas, Cal., and 
Godchaux Sugars, Inc., New Orleans. 

Some of these were among 2,400 
distributing concerns to which Biddle 
Purchasing Company sold its market 
information service and buying fa- 
cilities, the latter embracing 5,000 
manufacturers, processors, importers 
and producers in all parts of the 
country. 

Biddle, with 82 buyers and 25 as- 
sistant buyers, “often examines and 
tests the wares of manufacturers,” 
according to the FTC, and gets “de- 
scriptions of goods and prices, which 
information is sent to subscribers.” 
It also sends bulletins, surveys, for- 
casts, tables, charts and cards to 
subscribers to keep them informed of 
general market conditions. It also 
supplies subscribers with indexed 
wooden trays in which to keep for 
ready reference the price cards, re- 
visions of which it sends in con- 
stantly. 


Grocer 


lusses 


Receive Lower Prices 


Subscribers to the 
information service paid from $50 
down per month, but virtually re- 
ceived the service free by reason of 


Biddle market 


rebates, according to the Federal 
Trade Commission, which charged 
that buyers represented by Biddle 


receive a lower price than competi- 
tors by reason of return of brokerage 
fees of from 1 to 5 per cent. 

Biddle represents only the buyer, 
and therefore is not entitled to re- 
muneration from the seller, accord- 
ing to the Commission. 

“Such services as the company 
may render to the seller,” said the 
FTC, “are incidental and donated to 
him. There is not, in fact, any pay- 
ment of brokerage commissions made 
by any of the sellers which is not 
intended for the buyer and which 
does not reach the buyer.” 


To Issue Foreign 


Language Supplement 
The Pictorial World, Ine., New 
York, will issue about Oct. 1 an eight- 
page rotogravure pictorial tabloid as 
a supplement to foreign language 
newspapers throughout the United 
States. Subtitles will carry English 
and one of four foreign languages, 
German, Italian, Yiddish and Polish. 
with possible additions later. 
Charles A. Bemant is_ president 
and general manager of the company 
at 11 W. 42nd Street. National adver- 
tising representation will be handled 
by Publishers’ Representatives, Inc., 
New York. 


Stowe Leaves Agency 
to Establish Service 


After a year as radio director of 
Hays MacFarland & Co., Chicago, 
Arthur W. (Tiny) Stowe has _ re- 


signed to resume operations of Stowe- 
A-Gram Productions, Inec., 360 N 
Michigan avenue. He will offer a 
program building service to agencies. 

Mr. Stowe has served a number of 
radio stations, including KRDL, Dal 
las; KSTP. St. Paul; WSM, Nash- 
ville, and WLS, Chicago. 


“Nation’s Business” 


Will Raise Rates 


Nation's Business, Washington, has 
announced a new circulation guaran 
tee of 280,000, and an increase in the 


basic black and white rate from 
$1,200 to $1,400 effective with the 
February, 1938, issue. Other rates 


will be increased proportionately. 
Contracts placed before Oct. 15, 

1937, will receive the old rate 

through the issue of August, 1938. 


. . 

List Agency Libraries 

Research and reference facilities 
of 16 New York advertising agencies 
are contained in a new edition of 
Special Libraries Directory of New 
York, issued by Special Libraries As- 
sociation. Four publishers, one trade 
association and one producer of ad- 
vertising literature are also men- 
tioned as sources for advertising 
data. Delphine V. Humphrey, libra- 
rian, MeCann- Erickson, Ine... New 
York, is in charge of distribution for 
the directory. 


CBC Re- States 


Ban on Liquor, 
Beer Programs 


Ottawa, July 21.—Conflicting re. 
ports current for months in Ontariv 
and Quebec over the question of 
whether advertisers would be gen 
erally allowed to sponsor radio cam- 
paigns in behalf of liquor and bee: 
has led to a statement of its position 
this week by the Canadian Broad- 
casting Corporation, The statement 
confirms what advertising men had 
understood unofficially for some time: 
that CBC is studying the whole ques- 
tion with a view to discovering what 
measure of control it can exercise. 

The statement says, “In view of 
current misunderstanding and mis- 
representation, the Canadian Broad- 
casting Corporation announces that 
the acceptance of programs sponsored 
tor the sale of spirits, wine or beer 
is not contemplated for any of the 
stations of the corporation or any 
of its networks. 

“As, however, the Canadian Broad- 
casting Corporation is responsible for 
the control of all broadcasting in 
Canada, consideration is being given 
to revised regulations. 

“In this connection, special atten- 
tion is being paid to the problem of 
the sponsorship of wine and beer pro- 
grams in the Province of Quebec by 
private stations, where such _ pro- 
grams are allowed by the laws of 
Quebec and by the regulations of the 
old Radio Commission and have been 
broadcast by some private Quebec 
stations for a number of years.” 

The statement was issued by Major 
W. E. Gladstone Murray, CBC gen- 
eral manager. 


Adds Twenty Clients 


Transradio Press Service has an- 
nounced a net gain of 20 new station 
clients to date since June 1. 


Lowest Cost 


re 
~ 


” Advertising 


_ MIDWEST | 
FARM PAPERS 


Verified by Post Office Count 


Wisconsin Agriculturist & Farmer 
: The Farmer, St. Paul 

Wallaces' Farmer & lowa Homestead 
Prairie Farmer Nebraska Farmer 


EEP your goods or serv 
to this popular buying guide 
ices they want to buy. 


the 15,000 regular readers of 


The 


ADVERTI 


330 W. 42nd St., New York 


BE THERE 
When’ Buyers Are Buying! 


Market Place so that you will BE THERE when inter- 
ested buyers of advertising products and services refer 


The cost is small and the results excellent. 
of less than 32 cents per thousand contacts. 


Write for descriptive folder showing specimen ads and 
special rates for repeat insertions. 


b bve tis 
Masher Cher 


ices listed in The Advertising 


to locate the goods and serv- 


You can reach 
ADVERTISING AGE at a cost 


SING AGE 


100 E. Ohio St., Chicago 
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FIND MAJORITY 
MAKE HABIT OF 
A FOURTH MEAL 


New York, July 21.— Evidence of 
the widespread appeal of a fourth 
daily meal, a “snack lunch” before 
retiring, was presented this week in 
a survey of how typical New York of- 
fice workers spend their evenings, 
conducted by 7'rue Story magazine. 

Of the 238 men and women who 
furnished data on their personal 
habits after working hours, 55 per 
cent said they indulged regularly in 
a nighttime snack. Of this number, 
69 per cent went in for both food 
and drink, 18 per cent for food only 
and 13 per cent for drink only. 

Milk was found to be the favorite 
beverage, with a two to one margin 
over its nearest competitor, coffee. 
Tea and beer tied for third place. 


Cocktails Lure 12% 


Milk and cookies or cake proved 
to be the most popular combination, 
with a two to one margin over coffee 
and cake and milk and crackers. 
Third in popularity was beer and 
crackers and cheese. Other likes 
listed include meat sandwiches and 
other sandwiches with each of the 
drinks mentioned. 

Twelve per cent of the men and 5 
per cent of the women said they 
dropped in for a cocktail after work. 
Newspaper reading was set down asa 
regular evening diversion by 30 per 
cent of the men and 26 per cent of 
the women, while 42 per cent of the 
men and 35 per cent of the women 
said they did magazine or book read- 
ing some time during their evening 
relaxation. More women than men 
said they listened to the radio regu- 
larly, the respective percentages be- 
ing 42 and 35. Women also turned 
out to be the better hosts, with 10 
per cent entertaining guests against 
two per cent for the men. 

More men played bridge than 


TEASES INTEREST 


iar the ent se an te PBA ». 
ose Ad Is This? © 
Bring Wis ad to our FOUNTAIN CAFE Friday only and 


receive « large 1c size glass of FRESH LIMEADE 
“FREE” with our compliments. No olher purchase 
required. 


comtert. Serve y of fresh fruits and vegetables now Avoid heat- 
img up the kitchen, The quality and variety «as never better and 
preces ere unusually low 


i= RELIEF’ for Heat-Spricken Housewives. Shop in sir-cooled 


Lynn's downtown super-market in St. 

Louis last week drew a record crowd 

with this unusual blind copy which car- 

ried allusion to its parking facilities as 
the only clue to the store. 


women, but the latter lived up to 
their reputation by indulging in more 
general conversations, discussions or 
arguments. The males outdid the 
females on movie attendance, 10 per 
cent to 8. Thirty-five per cent of the 
women busied themselves with doing 
the dishes or other household tasks 
while 15 per cent of the men devoted 
time to self-improvement in the form 
of night school or home study. Only 
5 per cent of the women expressed 
interest in such educational pursuits. 


“Pictorial Review” 


Ups Circulation Base 
Effective with the January, 1938, 
issue, Pictorial Review combined 
with Delineator will increase its cir- 
culation base to 2,800,000 net paid 
copies. 
The black and white page rate re- 
mains at $8,250. 


New Kircher Department 


The Albert Kircher Company, Chi- 
cago, has opened a publicity and 
public relations department. Milt 
Pollack and Tom Kettering will be 
in charge. 


Five plants demonstrate daily, Rarip’s enormous 
capacity to shoulder your most menacing deadline respon- 
sibilities. Whether you use an occasional electro or adver- 
tising plates by the thousands — specifications are met 
with precision — deadlines with deadly certainty. Rarip 
has become the world’s largest maker of advertising plates 


because forty 


agencies faith in Rarip’s product, performance and price. 


Your Schedule-our DEADLINE! 


years’ experience has given advertisers and 


c 1 N 


NEW YORK - CHICAGO - DETROIT - ATLANTA + SAN FRANCISCO 
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WORLD'S LARGEST MAKERS OF ADVERTISING PLATES 


Getting Personal 


“Glamour Girl, You Bore Me,” is the title of Hubbell Robinson, Jr.’s 
very funny expose of the whole giddy whirl, appearing in the August 
Esquire. Young & Rubicam’s radio department will now be overrun 
with little apple-cheeked numbers setting their sunbonnets for Mr. Rob- 
inson, on the old rebound theory... ’ 

Daniel Rochford, Time, has bought from Judge Peter B. Olney the 
latter’s 42-acre estate in northern Westchester. .. Harold E. Smith, g.m., 
WOKO and WABY, Albany, N. Y., is recovering from injuries received 
when his monoplane, bought three days before, cracked up near his 
summer home at Clarksville. . . 

Europe-bound is Fred Hart, owner of KGMB, Honolulu, with his wife 
and his daughter, Margaret, on the Saturnia, July 25. He'll stay over 
there until October, studying ultra-short wave radio and television. . . 
General Foods’ v.-p., Joseph Cohen, sailed on the Normandie. .. A. W. 
Russell, s. and a. m., Newskin Company, Brooklyn, has gone to England, 
on business. . 

Agency-head Philip Ritter, whose home is in Mount Vernon, N. Y., 
has been vacationing at Spring Lake, N. J. . . Charles A. Schenck, Jr., 
pioneer radio production man, formerly with NBC and CBS, has flown 
East after four years’ absence to finish his book. It’s about the radio 
business. . . 

Blayne Butcher, L & M, is back from the coast. . . Hal Burnett, 
WBB\M, Chicago, publicity chief, is off for New Orleans and a gulf coast 
vacation. . . Jane Polachek, daughter of Victor H. Polachek (he’s new 
business manager, The American Weekly) was recently married to Dr. 


HAWAIIAN SKIES BEAM ON HONEYMOONERS 


The candid cameraman caught this Hawaiian honeymoon party foursome in a 

jovial mood: Charles C. Younggreen (left), Chicago agency executive, and 

Mrs. Younggreen, and the bride, Mary Pickford, and groom, Buddy Rogers, 
radio and screen stars. 


Siegmund H. May. She’s known musically as Jarna Paull of the Metro- 
politan Spring Opera Company... 

KMOX romance: Larry Neville and Grace Docksteader have an- 
nounced their intentions. . . Morton Freund, agency prexy, is off to see 
Scandinavia, Great Britain and France. He sailed on the Gripsholm. 

And Frank Handren, new president of Park & Tilford Import Cor- 
poration, went on the Queen Mary, on company business. 

J. Wellington Morse, production manager, KLS, Oakland, Cal., has 
named his new daughter Patricia Louise. Co-workers fell to and feted 
him on the occasion of her birth. . . Ralph Hayes, v. p., Coca-Cola Com- 
pany, is another en route to Europe. . 

Bunny Daniels, in charge of publicity for the radio accounts of JWT, 
Chicago, is vacationing on a dude ranch at Wyola, Mont. . . James 
Rascover II, Albert Frank-Guenther Law vy. p., has been picked to 
handle transportation from New York to Syracuse of the Financial 
Advertisers Association annual convention, Sept. 13-18... 

Capt. Jean V. Grombach, head of Grombach Productions, Inc., inde- 
pendent program producers, is off to Europe to represent the United 
States in the World’s fencing championships at the Paris Exposition. 
He represented this country as heavyweight boxer on the 1924 Olympic 
team in Paris, and as fencer in the Thompson trophy matches against 
Great Britain in 1926. More, he was a football star and member of 
seven varsity squads while at West Point, as well as national inter- 
collegiate heavyweight champion in 1923. Capt. Grombach has been 
invited to put on a special broadcast over BBC, while in London, as a 
guest producer, to show ’em how it’s done... 

Frank B. Avery, Jr., of the Western staff of Dell Publications, will 
wed Miss Lorna Stinson the latter part of August. He is son of the 
space buyer for Neisser-Meyerhoff, Inc., Chicago agency... 

Bauer & Black’s baby products received special attention of the 
a. m., Arthur £&. Tatham, with the arrival of his second daughter, Jane 
Bonner Tatham... 

Recent weddings: Frederick G. Butterworth, Jr., New York Post 
advertising staff, to Anne Cole Putnam, Verona, N. J.; and William D. 
Watson, Western manager of Howland & Howland, Inc., to Patricia 
Va «. 

Glenn Mills, a. m. of Trailer Travel Magazine, took a postman’s 
holiday. He just returned from a 3,000-mile vacation trip in a trailer. . 

At 'WGY in Schenectady: Ralph Nordberg, commercial manager, 
spent his vacation fishing down in Florida, while William T. Meenam, 
publicity director, is spending two weeks at Lake Ontario casting for 
big ones. Oscar Junggren, assistant p. d., relaxed on a tramp steamer 
going to Porto Rico. . . 

Bermuda is the spot where Andrew C. Keifer, g. m., and Louis F. 
Keifer, a. m., of the Tribune, Terre Haute, Ind., and families are spend- 
ing their vacation. They will stop at Atlantic City on their return 
iy) ae 

Cc. P. Dickson, national a. m., Prairie Farmer, says the fishing and 
temperature are fine at Les Cheneaux Islands, Mich. .. Harold Parrish 
and family (b. m., Washington Daily News) are vacationing at Virginia 
Beach, Va. Also there is Jack Sacks, n. a. m. of the Washington Post. . . 

Allen T. Simmons, owner of WADC, Akron, has purchased a new 
plane, his fourth. It is upholstered throughout, is insulated to make 
it soundproof and is equipped with two-way radio. The radio man has 
more than 900 flying hours to his credit. . . 

A small dinner party was given by Hill Blackett in his Winnetka 
home July 21, the guest being one Alf Landon, Kansas citizen. . . 
Roy Durstine, president of BBD&O, is taking a swing through the 
hinterland looking over branches. 


Growers Study 
Possibilities 
of Advertising 


Washington, D. C., July 22.—Pro- 
motion was a leading subject at the 
first National Conference of Vege- 
table and Potato Growers, held here 
this week by invitation of the Secre- 
tary of Agriculture and the Farm 
Credit Administrator. 

The conference adopted a resolu- 
tion recommending that “Federal and 
state departments give greater at- 
tention to study of possibilities of 
increasing consumption by advertis- 
ing, this study to include methods of 
financing.” 

Enactment of state legislation to 
enforce the misbranding and net 
weight provisions of the Federal 
Food and Drug Act was also urged, 
as was compulsory grading of all 
potatoes moving in interstate com- 
merce, and adoption of the Connecti- 
cut law providing that every package 
of potatoes marketed bear a state- 
ment of grade. 


Viewpoint of Department 


Inquiry at the Department of 
Agriculture following the meeting 
elicited the information that a na- 
tional campaign for potatoes and 
vegetables is unlikely. The viewpoint 
of one official is that a campaign to 
increase consumption of Idaho pota- 
toes, for instance, would probably be 
conducted at the expense of other 
types, and therefore would not be 
favored by the Department. On the 
other hand, a campaign which would 
help the entire field would receive 
the blessing of the Department. 


Galbreath, Crockett 
Promoted by McG.-H. 


M. T. Galbreath, with McGraw-Hill! 
Publishing Company for the past 12 
years, has been appointed business 
manager of Business Week to replace 
D. M. Roy, who has been made assist- 
ant to Howard Ehrlich, executive 
vice-president. 

C. B. Crockett has been named 
Business Week’s representative in 
the Eastern district, succeeding A. B. 
Wheeler, who is now Eastern dis- 
trict manager with headquarters in 
Philadelphia. 


Wise Takes New Post 


W. D. Wise, assistant advertising 
and sales promotion manager of 
Fruehauf Trailer Company, Detroit, 
for the past five years, has joined 
Associated Sales Company, Detroit, 
as assistant copy chief. 


Glicksman Gets Candy 


Barricini Candy Shops, New York, 
have appointed Glicksman Advertis- 
ing Company, Inc., New York, to 
handle newspaper advertising. Ed- 
ward R. Black is account executive. 


WME 


NEW YORK'’'S 
OWN STATION 


Leatsin 
PROGRAM 
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DAELY — 7:00-7:45 AM 
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July 26, 1937 


ADVERTISING AGE 


FOOD AND DRUGS 
TOP NETWORKS’ 
6 MONTHS SALES 


New York, July 21.—The drugs and 
toilet goods industry led in advertis- 
ing expenditures on the National 
Broadcasting System during the first 
six months of 1937, according to Pub- 
lishers’ Information Bureau figures, 
but were second in the list of Co- 
lumbia Broadcasting System indus- 
trial groups. They spent $6,610,632 
over NBC and $2,685,399 over CBS. 

The food and food beverage indus- 
try topped the list of CBS users, 
spending $3,479,068 for the first half 
of this year. This group was second 
on the NBC list, investing $5,607,660. 

Automotive advertisers spent more 
over the Columbia network than over 
NBC, but were in CBS’s fourth place, 
spending $1,974,720, and in NBC’s 
third place, spending $1,752,069. 
Third place on the CBS list was held 
by cigarette and tobacco advertisers 
who invested $2,358,724. 


Lubricants Over Million 


Advertisers spent $1,596,892 to talk 
about laundry soap and housekeeper’s 
supplies over NBC, coming in fourth, 
while on CBS, they spent $1,178,843, 
taking fifth place. 

The lubricants, petroleum products 
and fuel industries were fifth on the 
NBC list, with a $1,068,052 expendi- 
ture and were sixth on CBS, spending 
$1,162,146. 

Daytime advertising on NBC net- 
works accounted for more than one- 
third of the gross network revenue 
for the first six months of 1937, ac- 
cording to the report, totaling $5,- 
483,492, a gain of 79.2 per cent over 
the same period a year ago. Evening 
network revenue for the first six 
months was $13,288,681, an increase 
of 8.5 per cent over 1936. 

Total day programs over Columbia 
aggregated $4,135,182 for the first six 
months of 1937, and total evening 
programs, $10,688,083. 


Gets Airplane Account 

The Taylor-Young Airplane Com- 
pany, Alliance, O., has appointed Mc- 
Daniel-Fisher & Spelman, Inc., Akron, 
O., as advertising agent. H. M. 
Klingensmith is account executive. 
Magazines and aviation publications 
will be used. 


Returns to WJR 


Owen F. Uridge has been named 
sales manager of Station WJR, De- 
troit. He was with the station until 
a year ago when he joined the Co- 
lumbia Broadcasting System as spot 
time representative. 


' Korn Adds One 


Fisher Bruce & Co., Philadelphia, 
importer of china, has named J. M. 
Korn & Co., Inec., Philadelphia, as 
advertising counsel. Class magazines 
will be used. 


PHOTOS 


® Thousands of ready-to-use 
illustrations, on all subjects, 
are available for your inspec- 
tion. Write, wire or phone... 


KAUFMANN & FABRY CO. 
425 S. Wabash Ave. ® Chicago 
PHONE HARRISON 3135 
Big, NRE 5 Sar 


Clark to WIRE 


been appointed sales manager 


ing Robert E. Bausman, 


joined the advertising department 
the Indianapolis Times. 


Edmiston to G & B 


Ed Edmiston has joined Grace 


poration account. 


Toledo. 


Hamilton Joins Chirurg 
John C. Hamilton has been a 


Thomas Chirurg Company, Boston. 


William A. Clark, former station 


f WCPO, Cinci ul, hé 
manager 0 ncinna . To Be Western 


Station WIRE, Indianapolis, succeed- 
who has 


Bement, Inc., Detroit, to handle pub- 
licity on the Hupp Motor Car Cor- 
He was formerly 
with Scripps-Howard newspapers in 


pointed director of research of James 


Frank Chaffee 


‘Look’ Manager 


ol 


| Chicago, July 22.—Frank W. Chaf- 

|fee today severed his three-year con- 
é nection with the Western office of 
p- | Good Housekeeping to join Look, Des 
Moines, as Western advertising man- 
ager. Mr. Chaffee, who is creating a 
Western sales organization for the 
picture magazine, will probably make 
his headquarters at 333 N. Michigan 
avenue, Chicago. 

While no official announcement has 
been made as to the date when Look 
will accept advertising, it is believed 


D- 


that first paid copy will appear late 
in October. 

Mr. Chaffee’s appointment follows 
that of Ned Doyle, formerly of Cos- 
mopolitan, as advertising manager. 
Mr. Doyle will make his headquarters 
in New York. 

The new Western advertising man- 
ager spent a year with the Chicago 
Herald and Examiner before joining 
Good Housekeeping and prior to that 
was with Curtis Publishing Com- 
pany for five years. 


Anenes Adds Two 


Bozell & Jacobs, Ine., Chicago. 
has appointed Boris Hamilton, for- 
merly with Spector-Goodman Adver- 
tising Agency and Chicago Daily 
News. art director and Eugene A 
Mannion, account executive. 


Makes Ipana Discs 

British-American Productions, Inc., 
New York, headed by B. Charles- 
Dean, has completed a series of 52 
electrically transcribed shows for 
Latin-American countries, sponsored 
by Bristol-Myers Company for Ipana 
and Sal Hepatica. 


Parker to deGarmo 
The Parker Watch Company, New 
York, has appointed the deGarmo 
Corporation, New York, to direct ad- 
vertising. Primary medium will be 
radio, using test campaigns in the 
fall Display material and direct- 

mail will supplement the drive. 


Swanson to Post 
Wayne S. Swanson has joined 
W. L. Post, Advertising, New York, 
as an account executive. 


Filling Station Sales 


IN THE BurrALo EvENING News MARKET ARE 
Greater THAN IN ANY OF THESE 21 sTATES! 


ees 
mers 


The United States Department of Com- 
merce, Bureau of Census retail trade 
survey of 1935 shows that the Buffalo 


NEW YORK — CHICAGO — BOSTON 


ILLING stations in the Buffalo Evening News 

market pump more dollar sales than in the 
entire State of Maine or in 20 other states. In 
1936 the residents of the eight counties in the 
Buffalo Evening News market bought 46,088 
brand new cars, raising the average to 8 cars 
for every 10 families. 


If this territory of only eight counties is more 
prosperous than many large states, why not con- 
centrate your merchandising here? One news- 
paper, the BUFFALO EVENING NEWS, can sell 
this "state of good business" in Western New 
York effectively at one low advertising rate. 


BurraLco Eventnc News 


market filling station sales exceed those 
of the following states: 


* 


UTAH 


ALABAMA 
ARIZONA 
ARKANSAS 
DELAWARE 
IDAHO 
LOUISIANA 
MAINE 
MARYLAND 
MISSISSIPPI 
MONTANA 
NEVADA 

NEW HAMPSHIRE 
NEW MEXICO 
NORTH DAKOTA 
OREGON 

RHODE ISLAND 
SOUTH DAKOTA 


VERMONT 

WEST VIRGINIA 
WYOMING 

DISTRICT OF COLUMBIA 


Edward H. Butler, Editor and Publisher 


Western New York’s Greatest Newspaper 


National Representatives—KELLY-SMITH CO. 
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ADVERTISING AGE 


July 26, 1937 


Retail Lineage 
in Sharp Gain; 
Labor Settled 


Chicago, July 23.—Promptly re- 
flecting the generally inproved labor 
situation throughout the country, re 
tail display advertising for the week 
ended July 17 hit its fourth largest 
gain of this year when it jumped to 
15.9 per cent above the correspond 
ing week of last year, according to 
the ApverTISING AGE Index of Retail 
Activity. 

Retail display advertising carried 
by all newspapers in the 78 major 
cities used as the basis of this Index 
totaled 17,996,772 lines for the week 
reported, against 15,532,752 lines for 
the comparable week in 1936, a gain 
of 2,464,020 lines. 

For the 29 weeks of 1937 to date 
newspapers in the measured cities 
have carried a total of 567,805,874 
lines against 537,437,035 lines in the 
comparable period of last year, a gain 
of 30,368,839 lines or 5.7 per cent 
At this time last year, retail display 
advertising showed a gain over 1935 
of 10.9 per cent. 

Any study of the individual tabula- 
tions for each of the cities included 
in the Index should take into consid- 
eration unusual factors contributing 
to abnormal gains or losses, as noted 
at the bottom of the tabulations, as 
well as other influencing factors such 
as strikes around Youngstown, O. 
which have caused that city to show 


Wanted 
Advertising 
Man 


for established Trade Publication with 
international circulation, located in Chi- 
cago. Must be thoroughly experienced 
and able to create new accounts, make 
convincing market analysis in contact- 
ing agencies. wholesalers and manu- 
facturers. 
* 


A Gentile, college graduate, under 40, 
with pleasing personality preferred, who 
also can sell + mail, handle advertis- 
ing promotional matter and _ ultimately 
assume charge of the Advertising Dept. 


Write full details in confidence. Our 
employees know about this ad. State 
salary acceptable and time available. 


Box 1176 
Advertising Age 
100 E. Ohio St. 

Chicago 
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coffee shop and 


LINN 


SUNN 


COMFORTABLE 


Air-cooled guest rooms, dining rooms, 


lobbies, meeting rooms, ballrooms, 


assure you complete comfort during 
your summer visit to Chicago. 

The Stevens Hotel offers the great- 
est amount of air-cooled area of all 
of the hotels in Chicago. Enjoy now 
this crowning touch to the surpassing 
comfort always found at the Stevens. 


OTTO K. EITEL, Managing Director 


the greatest decrease of all the cities 
measured for the first 29 weeks of 
this year, compared to the same pe- 
riod of last year. Removal of the 
strike influence was immediately re- 
flected in a gain of 30.5 per cent for 
the city over the seven-day period 
ended July 17. 

Percentage of gain or loss over 
1936 for each week in 1937 is shown 
in the following table: 


January 2 — 


SC rere ree eee erereT 5.8 
PE -. cvwad eke eh ake ons aSs + 8.5 
January 16 ..... + 46 
January 23 <r y saceeees + 4.2 
I nik oc i ace ee Sia as + 5.8 
Pemeemney © .ncceentbececuvece + 8.5 
February 13 ......... peeesuse SF aw 
February 20 . = eee Se eee + 16.6 
oy et ee ee + 8.3 
EE a ; : oa 11.5 
| re are . +12.0 
SS re ee + 12.9 
er ee rrr + 7.9 
i Zeer — 7.3 
PE MP erases ciweeheeeds baeee + 0.9 
OY , Renee +11.5 
gf ee + 8.2 
Se . + 0.6 
NN anid o dee o wea OO DS + 8.9 
EE eee tie cae da kee dk wwe’ + 4.7 
Bee Be acasce + 3.9 
CE Cs Oc ewkce shee Reese ha es +19.2 
SE eee eee ee — 56.1 
SN EE i dvdbaes.0ede nu ee ee twas + 6.0 
OE. a ee a ee ee — 1.2 
PPT TTUTC CTC TTT CTC es + 1.2 
CM, cae cass 040530.4000iRR ERO +18.7 
Pe Ee eae yide at Pea tee Coed — 7.1 
SOT Gc seKinawawcene eee hee 16.9 


Doyle Packing Company, Newark, 
N. J., has appointed the Charles 
Dallas Reach Company, Newark, to 


handle advertising and sales pro- 
motion for Strongheart dog food and 
cat food. Radio and newspapers will 
Le used. Charles W. Scott is account 
executive. 


R & R Gets Nunn, Bush 


Nunn, Bush Shoe Company, Mil- 
waukee, Wis., manufacturer of Ankle 
Fashioned oxfords and shoes for 
men, has appointed Ruthrauff & 
Ryan, Ine., Chicago, to handle its 
advertising. Glicksman Advertising 
Company, New York, formerly 
handled the account. 


Two to Gussow Kahn 


Gussow, Kahn & Co., New York, 
has been appointed to place advertis- 
ing for M. Sloat, New York, and the 
Gotham Knitting Mills, New York, 
both sportswear manufacturers. The 
latter will use class publications and 
business papers. 


Freystadt Appoints 
Swafford & Koehl, Inc., New York, 
has been appointed to handle the ad- 
vertising of J. Freystadt & Sons, Ine., 
New York, furs and fur garments. 
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Index of Retail Activity in 78 Important 


Markets 


Based on total retail advertising volume in all newspapers in each city. 


(Copyright, 1937, by Advertising Publications, Inc.) 


% Gain % Gain 
29-Week 29-Week 29-Week or Loss’ or Loss 
Period Period Period 1937 1937 Week Week % gain 
Ended Ended Ended over over Ended Ended or 

City July 20, 1935 July 18, 1937 July 17, 1937 1935 1936 July 18, 1936 July 17, 1937 Loss 
Akron, Dh as'es 6000 dad de 8,583,305 8,867,689 9,459,211 +10.2 + 6.7 292,166 322,238 +10.3 
BIGOGOR,. FE. csscvccvve 3,363,388 3,552,591 3,887,086 + 15.6 +9.4 98,539 99,498 +0.9 
Pee, CO Sb wavs de ae 7,531,399 7,979,804 8,499,684 +12.9 + 6.5 69,538 73,556 +5.8 
Baltimore, Md. ........ 11,399,784 12,007,632 12,850,385 +12.7 +7.0 325,295 350,567 +7.8 
Birmingham, Ala. ..... 5,632,942 6,400,352 7,046,802 + 25.1 +10.1 200,788 207,606 + 3.4 
een, BERR, -scckeeves 11,021,573 11,024,741 11,145,157 +1.1 +1.1 250,906 237,965 —5.2 
Bridgeport, Conn. ..... 4,665,900 4,817,872 5,288,596 +13.5 +9.8 163,856 188,384 +14.9 
a. ee eS are 9,144,688 9,020,952 10,223,588 +10.6 +13.3 239,848 283,332 +18.1 
SE Re ee 2,218,628 2,228,267 2,227,311 +0.4 —0.1 61,661 66,204 +7.4 
Cedar Rapids, Ia. ...... 2,602,642 2,751,448 2,904,300 +11.6 +5.6 75,236 84,070 +1.7 
Chattanooga, Tenn. 4,081,468 3,780,494 3,572,971 —12.5 —5.5 111,644 119,286 +6.8 
TS eer ee 15,451,520 16,683,315 17,591,127 +13.8 +5.4 452,624 464,737 +2.7 
Cemeemes, TA. i.ccaceass 9,006,745 9,336,170 9,847,046 +9.3 +5.5 248,671 264,429 +6.3 
SE rere ee 10,074,446 10,883,102 11,874,258 +17.9 + 9.1 315,875 345,336 +9.3 
ae ee ee ee es oe ‘ ca 212,020 240,453 +13.4 
Se, "Eb dk a eee oie 10,373,512 11,234,481 11,828,986 +14.0 —4.2 309,742 350,198 +13.1 
Se: eee eee eee 7,941,360 7,459,568 8,706,652 +9.7 +16.7 216,902 267,322 + 23.2 
penver, Colo, ..e.essae 5,632,345 5,670,088 5,695,440 +1.1 + 0.4 178,700 183,675 +2.8 
Des Moines, Ia. ........ 3,522,103 3,550,010 3,630,521 +3.1 +2.3 89,908 103,969 +15.6 
Detroit, Mich. ......... 11,463,949 11,921,875 12,563,620 +9.6 +65.4 303,243 341,693 +12.7 
I a pics Ae ee ae ee 3,917,746 3,934,926 5,056,024 + 29.1 + 28.5 121,856 181,706 + 49.1 
Povansville, Ind. ....... 6,607,272 7,263,046 6,944,686 +65.1 —0.1 206,192 216,664 +5.1 
Fall River, Mass. ...... 1,802,353 1,933,816 1,992,930 +10.6 +3.1 61,093 51,172 —16.2 
Pe, Be wanes ken uens 4,636,268 4,961,810 5,114,816 +10.3 +3.1 134,834 143,486 + 6.4 
Fort Wayne, Ind. ...... 5,800,473 6,335,951 6,634,628 +14.4 + 4.7 177,996 195,496 +9.8 
Gere SEO. cligsw veraas 2,894,196 3,359,180 4,171,239 +441 +24.2 85,579 110,214 +28.8 
Grand Rapids, Mich. .. 5,008,384 5,083,778 6,017,098 + 20.1 +18.4 135,212 153,706 +13.7 
Greenville, B Cy... occés 3,383,408 3,196,559 3,747,050 +10.8 +17.2 102,022 119,056 +16.7 
PEGUBCON, TOR, viccv vase 7,173,950 7,953,055 9,054,704 + 26.2 +13.9 258,972 303,548 +17.2 
Indianapolis, Ind. ..... 9,138,357 9,620,522 10,400,269 +13.8 +8.1 289,208 302,302 +4.5 
Jersey City, N. J. ...... 1,241,226 1,380,053 1,372,598 +10.6 —0.6 32,295 52,751 +63.3 
Kansas City, Kans. .... 1,185,268 1,330,364 1,483,587 + 25.1 +11.5 44,044 47,019 +6.8 
Knoxville, Tenn, ...... 4,875,105 5,361,650 5,602,508 +14.9 +4.5 151,914 179,438 +18.1 
Little Rock, AP. +s... 5,216,834 5,173,019 5,303,830 +1.7 + 2.5 197,498 166,446 —15.7 
Lon Anwelek, CHUL. s6i6. <x ennsien 13,294,959 14,182,285 +6.7 426,558 484,415 -+11.4 
De, BOE cs a keke Os 5,744,746 5,732,034 5,589,570 —2.7 —2.5 175,014 197,666 +12.9 
Manchester, N. H. ..... 1,972,041 1,918,595 1,999,374 +1.4 +4.2 62,564 74,572 +19.2 
Memphis, Tenn. ....... 6,147,610 6,128,882 6,676,518 + 8.6 +8.9 183,792 206,108 +12.1 
Milwaukee, Wis. ...... 7,190,554 8,090,846 9,802,721 36.3 + 21.2 281,875 308,041 +9.3 
Minneapolis, Minn. .. 7,814,675 8,422,245 8,365,783 +7.1 —0.7 190,007 206,653 +8.8 
Nashville, Tenn. ....... 4,496,296 4,265,610 4,426,736 —1.6 +3.8 108,010 112,000 +3.7 
New Bedford, Mass, 1,754,749 1,855,826 1,904,784 +-8.6 + 2.6 57,190 55,916 —2.2 
New Haven, Conn. Ss Aateace marae 5,084,114 5,341,580 . + 5.1 153,762 162,736 +5.8 
New Orleans, La. ...... 10,062,436 10,719,885 11,212,145 +11.4 + 4.6 334,465 370,223 +10.7 
CEO TOP, Mx. Se. x0 cae 31,337,682 35,195,247 37,043,877 +18.2 +5.3 875,544 898,835 +2.7 
**Brooklyn, N. Y....... 3,936,005 3,814,197 3,858,637 —1.9 +1.2 92,088 87,592 —4.9 
Mertutk, Va. scicsvicie 5,209,288 5,349,498 5,341,532 +25 —0.2 191,366 176,890 —T7.6 
Oakland, Calif. ........ 4,035,112 4,176,012 4,294,231 +6.4 +2.8 120,261 118,867 —1.2 
Oklahoma City, Okla. .. 5,714,023 6,163,931 6,642,008 +16.2 +7.8 178,556 206,290 +15.5 
2 4: Saar 6,106,972 6,088,704 6,543,419 +7.1 + 7.5 172,025 161,963 —5.9 
Philadelphia, Pa. ...... 15,428,787 15,801,859 16,958,852 +9.9 +7.3 392,388 436,481 +11.2 
4. | ae ee 4,078,655 4,159,078 4,030,110 —1.2 —3.1 121,884 126,322 +3.6 
Piepuren, PB. ois caes 13,122,130 12,712,590 14,228,180 +8.4 +11.9 354,214 359,170 +1.4 
Portinad, Ore. ....<«.e% 5,753,800 6,437,620 6,912,322 + 20.1 + 7.4 193,326 235,032 + 21.6 
Providence, R. I. ...... 7,591,656 7,574,796 7,859,966 +3.5 +3.8 188,376 226,911 + 20.5 
Eee a re 5,455,142 5,113,514 5,993,742 +9.9 +17.2 148,666 179,116 + 20.5 
Richmond, Va. ........ 6,436,038 7,139,356 7,257,656 +12.8 +1.7 245,700 228,284 —T.1 
tRochester, N. Y. ...... 9,879,957 10,066,477 10,241,577 +3.7 +1.7 244,160 220,652 —9.6 
Rock Island-Moline .... 4,260,540 4,695,986 5,105,201 +19.8 +8.7 135,352 168,294 +24.3 
Sacramento, Calif. 4,436,235 4,839,107 4,845,841 +9.2 +0.1 142,156 141,246 —0.7 
San Antonio, Tex. ..... 3,084,032 3,661,889 3,712,505 + 20.4 +1.4 141,113 106,713 —24.4 
San Diego, Calif. ...... 7,106,490 7,624,904 8,060,494 +13.4 +5.7 275,408 278,936 +1.3 
San Francisco, Calif. .. 7,838,410 8,610,539 8,827,458 +12.6 + 2.5 270,632 254,178 —6.1 
Seattle, Wash. ........ 5,574,806 5,607,038 5,700,986 +6.1 +1.7 173,362 169,274 —2.4 
South Bend, Ind. ...... 4,604,503 4,834,463 9,024,485 +-15.6 +10.1 140,235 138,041 —1.6 
Spokane, Wash. ....... 3,596,875 3,981,779 336,892 + 20.6 +8.9 121,807 146,608 +20.4 
Bt. BOUis, BG. 66sec 9,663,255 10,070,340 10,832,440 +12.1 +7.6 263,975 263,840 —0.1 
‘ie POM, Be. sivas 6,609,015 7,225,879 6,794,530 +2.8 —5.9 145,407 159,451 +9.7 
eg | a a J 6,277,355 6,447,517 6,625,390 +5.5 +2.8 170,751 175,763 +2.9 
tTacoma, Wash. ...... 2,776,223 3,407,323 3,653,454 +31.6 +7.2 116,060 116,962 +0.8 
Tene, FIG. i. shcscee . 3,576,048 3,320,794 3,539,022 anh 0 +6.6 94,724 129,640 +36.9 
RC ne ee eu Reahs) Sean) Jwheabeee? § wtebosaeey +r Ter 194,702 227,652 +16.9 
aeronte, Ont., Can. .«<«.« 14,783,642 11,254,303 11,287,502 —3.8 +0.3 255,656 259,064 +1.3 
Peis Oe. ie Sere eee 2,498,902 2,109,660 2,359,280 —5.6 + 11.8 55,034 58,534 + 6.4 
(yo) as 2) 4,920,006 5,598,549 5,424,014 +10.2 —3.1 161,154 151,578 —5.9 
Washington, D. C, 18,404,449 20,703,852 21,035,262 $14.3 + 1.6 670,991 600,170 —10.6 
Worcester, Mass, ...... 6,448,604 6,612,384 6,810,205 +5.6 + 3.0 178,373 207,365 +16.3 
Youngstown, O. ...... 4,930,451 5,466,674 5,084,602 + 3.1 —7.0 118,192 154,206 + 30.5 
oo! Sear ee 493,998,732 537,437,035 567,805,874 +10.9 +5.7 15,532,752 17,996,772 +15.9 

*New York American discontinued June 24, 1937. 


lead | 


srooklyn Times-Union discontinued June 8, 


1937. 


jJournal and Sunday American discontinued June 8, 1937. 
tDaily Ledger discontinued June 23, 1937. 


Omaha Club Elects 
Milton Reynolds Head 


Milton Reynolds, Earl Allen Adver 


tising Company, has been elected 
president of the Omaha Advertising 
Club, Omaha, Neb., tor the coming 
year. 

Other new officers are John S. 
McComb, Thomas Kilpatrick & Co., 
vice-president; Bernarr Wilson, Car- 
penter Paper Company, secretary- 


treasurer; and Frank Pellegrin, 
Creighton University, and _ Leslie 
Branch, The Caples Company. diree- 


tors. 


WCOL Appoints 


Station WCOL, Columbus, O., has 
appointed Craig & Hollingbery, Ine., 
national representative. NBC Red 
and Blue network outlet in Columbus, 
the station is owned and operated by 
the Ohio State Journal. 


Worden to B-S-H 


Wade Worden, formerly with J. 
Walter Thompson Company, New 
York, has joined the Chicago office 


of Blackett-Sample-Hummert,  Ine., 


Chicago. 


Bowman Gets Two 
Lucky Bowman & Co., New York, 
starting with September publications, | 
will handle advertising of National 
Venetian Blind Guild, Cleveland, O.., 
embracing seven leading manufactur: | 
ers in the industry. Nascon, Inc., | 
New York artists, has also appointed | 
the Bowman agency as advertising | 
counsel. Curtis F. Columbia, vice- 

president, is account executive. 


Packard Signs Ross | 
Packard Motor Car Company, De- 
troit, has signed Lanny Ross to star | 
in a new musical comedy series over | 
the Red network of the National | 
Broadcasting System. Beginning | 
Sept. 7. the program will be heard | 
Tuesdays 9:30-10:30 p. m. EDST.| 
The agency is Young & Rubicam. | 


Inc., New York. 
Cole in New Post | 
L. C. Cole has joined Frederick | 
Seid Advertising Agency, San Fran- | 


cisco, as account executive and will 
specialize on technical accounts in 
the automotive and radio equipment 
fields. 


Member Station 
Columbia Broadcasting System 


IN 
NASHVILLE 


WLAC 


5,000 WATTS 
°J..T. WARD 


Paul H. Raymer Co., 
National Representatives 
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BACKS FINISH Shell Stages | Rotogravure 
Veto Follows Pa. : Oklahoma Melons ks 
Ey SUBWAY STORES Fess BD G 16.27% 
Cures Fae 2 5 Anti-Tax Drive ast Fromotion Name Copyrighted | ains Wy) 
. os 
Philadelphia, Pa., July 20.— on Ocean Hop Rush Springs, Okla., July 21. in First Half 
The vigorous advertising cam- —Watermelons of this area : 
ai i in- > > is | x 7 
Sale! Swagge pass staged jointly by four is ; entered the branded field this Chicago, July 22.—Greater employ- «2 
4 Bath CURTAINS surance companies here against Toronto, July 20.—Taking advan- week when farmers copyrighted liment of rotogravure by local adver- : 
ee, ae whet a “ “— ag a tage of the first round-trip trans- me were , tage = hong sinc | |cisers was the feature of June lineage J 
s : ee ; : a M4 y te Atlantic commercial test flights, Shell the a 7 oe ee ey in this field, according to Kimberly- 
an aoe ee ee a a: oe Oil Company arranged for pictures of ||| ®"°¥- Clark Corporation, Chicago. Local 
— re the Imperial Airways’ flying boat — rotogravure lineage in June 
SEE, lhe cat cel ° “Caledonia” refueling with Shell at}. : E : amounted to 362,062, compared with 
7 SSS ABC Issues Revised Montreal and got them into adver- a ee ee a ee ee 269,085 in June, 1936, the gain be- 
e anc she =] ( P AP me aa . e 
‘ is i is ‘ - ing 92,9 lines or 34.5 per cent. i, 
Space Selection Book | tisements in the next issues of To next morning’s Montreal Gazette and . - a we PB bya Bh AO ‘ 
> Audit Bureau of Circulations has|ronto and Montreal newspapers last|,, 2 : re - National rotog 
3 ; ‘ ; Toronto Globe and Mail, following up he @ istent gains which have fea- 
9 issued a revised and amended edi-| week after the arrival of the big with insertions in all Quebec and the consistent gains P ; 
tion of “Scientific Space Selection,” | plane. al yee - a gc icla i tured the year. June lineage 3 
8 first published by the bureau in 1921. . =o _ ww Mario Galles a8 Well a8 | *Wl amounted to 637,555, for an increase 
4 Many calls for the book, long out ot Papi ots ge * ie weeklies. Pictures for use in Toronto|o¢ 73 per cent over the 594,508 _ ¥ 
2 St of print, prompted the re-issue, O. C. Cham rlin, advertising manage Of) were chosen from prints wired here carried in June, 1936. z. St 
; Harn, ABC managing director, said.| Shell, and with co-operation of Baker|or brought by air in the Globe and Of the 999.617 lines of rotogravure 
ct Fs lcs ipa ee vei pane Res Mail's plane, “The Flying News- printed in June, 63,042 lines were in 4 : 
‘ e e news advertisements were laid | room.” color. i a 
3 mrorndt Starts Agency months in advance. Arrangements » is ins 8 Total rotogravure for the first six .. = 
7 . Alfred Mernit, formerly with the , > Bait aiiaiaicie repared in vance ita - hate a he: 
Chicago laundries were enlisted by Man- | Robert Mernit Advertising Agency,|“°re St Made to take the pictures mouths of 1967 amounted to 5.5t5-2 ae. 
3 del Bros., local department store, in a |New York, has established his own|®* BOtwood, Newfoundland, and rush| (Copy had been prepared in advance |lines, 16.2 per cent ahead of 1936. 
' novel campaign in newspapers for cur- | advertising business at 562 Fifth|*mem to Montreal and Toronto. A|and in the case of Toronto and Mont-|The national portion was 3,504, : x 
tains with impregnole water-repellant fin- | 3 vonue, photographer had already been on/real papers, mats had been delivered | 237 lines, a gain of 542,412 lines, or : 5 
ish, 7 of stapes — Com- ———_—_—— the spot in Botwood when word came|to the newspapers ready for the in-|18.3 per cent over the 2,961,825 lines . * 
a ee ee ee ee Saas i 3 Ww serti otographs. The ad-|used during the first half of 1936. 
on the goods. Leininger Made V.-P that the flights were to’ be extended sertion of the photograp . bag g dl Prscagy Aha? org em 
: Allison R. Leininger, advertising to Montreal and New York. vertisements were run again on the Local rotogravure for th ‘ > 
director of Perente’ Magazine New On her flight from Foynes, Ireland,| occasion of the Caledonia’s return|was 13 per cent above the correspond- a 
J&J Tries Out York, has been elected vice-president the Caledonia landed at Montreal at! flight from New York via Montreal|ing period of 1936, he figures being = ef 
: in charge of advertising. 4p. m., but refueling did not start|and Botwood. 2.078.302 and 1,838,920. fe a 


Broader List | — = 
and More Color 


New York, July 21.—Seeking te 
reach a larger buying public in its 
third consecutive annual campaign, 
launched this month, for Red Cross 
cotton, gauze and bandages, Johnson 
& Johnson, New Brunswick, N. J.., 
has cut the size of individual inser- 
tions from full to half pages, simpli- 


tied copy appeal with use of less text oH 
and large-size humanized _illustra- e 
tions, added color in those magazines “ 


where it is available in half pages, 
increased the frequency of insertions 
and added Life and Pictorial Review 
to swell to 15 the number of national 
magazines on its list. 

Previous campaigns were more dig- 


¥ 


+o) ome 
a! 


nifled and serious in appeal and in- The 1938 edition of The Market Data Book, primary reference source 

tended to influence a thoughtful pub- 5 . USE - : 

lic. The first of the current adver- book for business paper advertisers and advertising agencies, will be 

tisements consists principally of a 

photograph of a small girl with long issued October 25. — i 

curls who is crying because she has ; . 

cut her thumb. A small block of text a G 
laced over the lower part of the pie- ° ° ° ‘ > 3 ee 

waka 6 This is the earliest publication date ever set for the volume, and adds SS 
Little Peggy cut her thumb, ‘ P e - * ‘ 

The thumb began to swell, greatly to the service it will perform for users and advertisers alike, since ft 
And it was nearly seven weeks : : , . . 7 . a aed 
pnntore her thumb-got well! it will reach users during the intensive planning period for 1938 promo- 

1e direct selling talk is confinec 

co hor pragranks advising he tional activities | 
infection. si 
Color is used only to identify the P . ’ oe 
Red Cross trade-mark, which appears Distribution of the volume, already set up so as to reach all advertising 
at either side of the company’s name : : p : : : 
at the bottom of the cone agencies placing Space in business papers, plus all important accounts in 
Young & Rubicam is the agency in 
charge. the business paper field, will be further extended and refined this year, 
Names Bennett & Snow with additional hundreds of copies reaching prime buyers in all 
Geo. J. Kelly, Ine., Lynn, Mass.. 
has emeaall Tne & Snow, Ine., classifications 
Boston, to handle a campaign for its . 
shoe polish, shoe dyes, dressings and 
‘leaners. Newspapers, business papers : ’ . . ; 
and direct mail will be used. With a large majority of last year’s advertisers already committed to 
Raynor to Detroit ~ use of the 1938 volume, and with new advertisers making their appear- 
Major Sidney N. Raynor. U. §S _ : 7 : 
Marine Corps, retired, has been ap- ance, positions in the book will be at a premium. To insure the best 
pointed manager of the Detroit office 


(a) Americe 7 rs Sales . ° eT ° ‘ eae . 
Capen Mi, i. ae possible handling of advertising, including position, space reservations 


bert Reed will be assistant manager. 


EEE: should be made as promptly as possible. 


Mailing Service Address inquiries to 330 W. 42nd St, New York (BR. 9-6432), or 


to individually typewritten ones. 


ADDRESSING - MIMEOGRAPHING to 100 E. Ohio St., Chicago (DEL. 1337). 
THE LETTER SHOP, Inc. 


44° Go. Dearborn St., Wabash 8655 
CHICAGO 


An Asset to the Graphic Arts 
Professions-Nationally Used 

3 Grades - Light-Medium and 
Heavy-$2% Per Gal Post Paid 

SS RUBBER CEMENT € 
3433 NO. HALSTED ST. 
CHICAGO. ILL 
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Agreement With | | 
CIO Brings End | 


to WPAY Strike 


Portsmouth, O., July 22.—With the 
National Labor Relations Board arbi | 
trating, a two-day strike of Station 
WPAY employes was ended yesterday 
when the management signed an 
agreement granting pay increases 
and seniority rights with Harry Doll, 
CIO representative. 

Management signers were M, A. 
Reburn, Cleveland, president of Vee 
Bee Corporation, station owner, and 
Marie W. Vandergrift, station man- 
ager. 

The employes, including announcers 
and technicians, walked out Monday 
noon after discharge of six fellow 
workers allegedly for union activities. 
The station was forced off the air 
and refunds were given advertisers. 


Disc Series For 
“Safety McTavish” 


“Safety McTavish.” central figure 
in the humorous series of newspapet 
insertions prepared by the J. O. 
Young Advertising Company, Kansas 
City, for the Safety Federal Savings 
& Loan Association, Kansas City, will 
be heard as well as seen. 

The advertising agency has an- 
nounced that a transcription 
featuring the Scotch character, 
been completed. 


series 


has 


T. N. Williams Joins 
“The American Weekly” 


T. Norman Williams has joined 
the Chicago staff of The American 
Weekly. 

He was formerly with the Cincin 
nati Enquirer and Minneapolis Jour 
nal, 

F&F Names B-S-H 

F&F Laboratories, Chicago, has 
appointed Blackett-Sample-Hummert 
Inc., Chicago, to handle advertising 
of F&F cough lozenges. Radio will 
be used. 


| 


There are more than 40 active 
oil fields in the area we serve. 


OIL 


gives 
tremendous 
buying 
power 
to the 
50,524 
families 
which read 


¢ 
Shreveport 


Cimes 


Representatives: 
The Branham Company 


‘an enlargement of the 


Cdvé vtisi 
Market 


The rates for this department are as 
Wanted,” 


“Help Wanted,” “Positions 
“Representatives Available,” 30 cents 
cash with order. 

All other classifications 
$4.75 per inch. Write for 
nsertions. 


(single in 
descriptive 


follows: 


Wanted,” 
charge $1. 


and 
Terms: 


‘Representatives 
a line, minimum 


sertion rates): % in., $2.75; 1 to 3 in., 
folder describing discounts for term 


HELP WANTED 


CIRCULATION SOLICITOR WANTED 
Live southwestern weekly review 
newspaper which has passed 5,000 net 
paid in six months with amateurs, has 
opening for experienced, aggressive 


subscription solicitor. Ample terri- 
tory Liberal commission Drawing 
and expense accounts to right man 


May lead to permanent position. Give 
detailed experience record and refer- 
ences first letter. 

THE NEW MEXICO SENTINEL, INC. 
14 Wright Bldg., Albuquerque N. Mex 


Makeup Editor—for monthly business 
papers Must be able to show modern 
artistic ability in handling layout, il- 
lustration, engraving and production 
work Prefer young man now living 
in Chicago territory. 


Box 1174, ADVERTISING AGE, Chgo. 


Directory Editorial Woman—Chicageo 
business paper publisher seeks young 
lady experienced in directory com- 
pilation. Must be resourceful and ac- 
curate—also good typist. 

Box 1175, ADVERTISING AGE, Chgo. 


POSITIONS WANTED 


AVAILABLE: Advertising salesman 
With 12 years successful experience in 
the trade paper field. Thoroughly ex- 
perienced advertising and sales pro- 
motion of merchandise sold through 
retail channels such as electrical ap- 
pliances, housewares, radio, furniture, 
ete. Age 41; Christian; now located 
New ; will go anywhere. 

Box 11738, ADVERTISING AGE, N. Y. 


SECRETA RY desires position in Rep- 


| 
| quate service. 
| 


_REPRESENTATIVES AVAILABLE — 
Well representative over 20 


known 
vears in mid west national field, with 
wide acquaintance among agencies 
and advertisers, wants to contact a 
publisher who feels he needs direct 
representation. Prepared to open an 
office covering Chicago, Detroit and 
adjacent territory with man power 
with proper experience to give ade- 
One large publication 
is sontres. This is not subterfuge to 
build a ist 

Box 1177, ADVERTISING AGE, Chgo. 

BUSINESS OPPORTUNITIES 

WANTED: Bright youngish men de- 
siring to improve their mental, phys- 
ical, social and financial status with 
a vacation at one of the North Woods’ 
finest resorts. You'll return to your 
work a better man (and wife, if so 
inclined) from contact with good 
food, fishing, fun and COOL weather 
at Normandy Court, owned and op- 
erated by an active ad man, whose 
ambition is to retire to the serving 
of his fellow craftsmen. Write E. D. 
LeRoy, Appleton, Wisconsin, for free 
illustrated book. 


__s SC HOUSE ORGANS 
50o 2-COLOR HOUSE ORGANS, $10, 
IM $15. A proven monthly sales tonic. 


Your ad on front cover. Keeps your 
name or product before trade. Effec- 
tive adv. at lowest cost. Get sample. 


Crier Advy., 1840 E. Sith St., Cleveland 
_ MISCELLANEOUS 
PHOTO-OFFSET REPRODUCTION 


IS THE MOST VERSATILE FORM 
OF PRINTING. It eliminates expen- 
sive cuts and typesetting. Anything 


can be reproduced: testimonials, illus- 

trated advertising literature, sales 

manuals, dealer helps, price lists, etc. 

300 copies on best grade bond paper 
(8%x11") $2.50; 


resentative’s office, Agency or Pub- | 
lishing company, Chicago preferred. | 
Advertising experience. Familiar with 
office detail. Know value of work 
and attention to detail. For appoint- 
ment call Wel, 7685. 


Additional hundreds 25c. 
size available. Lower quantity 
prices. Send for samples. 
Laurel Process, 480 Canal St., N. Y. C. 


PHOTO POST CARDS 
SEND FOR FREE SAMPLES OF OUR 


Any 


NEW PHOTO AD-CARD. A new and 
ARTIST of Reputation, wide experi- |) uovel idea in selling that brings re- 
ence, and ability in Advertising Art,}| sults. Don’t overlook this opportunity 
avems, Design and Color Harmony,| for additional profits. Write today 
desires position. GRAPHIC ARTS PHOTO SERV a 
Box 1172 ADVERTISING AGE, Chgo.| 3rd & Market Sts.. "hein 


Hamilton, Ohio. 


Rates for A&P, 
Free Monthly 


Are Announced 


New York, July 21.—Between 5,000 
and 6,000 entries have been received 
to date in the Great Atlantic and 
Pacific Tea Company’s contest which 
is being held to find a name for a new 
monthly, free-circulation publication 
to be inaugurated with an October 
issue. With the naming contest well 
under way, it was also disclosed, re- 
sponses to the announcements that 
advertising would be  accepted— 
mailed late last week—-have already 
resulted in the signing of several 
undivulged advertisers. 

Initial rates are $1.50 per page per 
thousand for one-color pages and $2 
per page per thousand for four-color 
pages, with circulation set at 775,000. 
After three months, when the maga- 
zine has indicated its natural circula- 
tion level, rates will be adjusted. It is 
estimated that one-color cost will be 
about $2 per page per thousand after 
the trial period. 


Publishing Company Formed 


It was learned today that the com- 
pany has incorporated a new organ- 
ization, Stores Publishing Company, 
to publish the new magazine. E. P. 
Hanson, advertising manager of A&P, 
is president, and Haidee Yates, for- 
merly of Today and the New York 
Woman, is editor. H. B. Ludlum, Jr., 
of A&P, is business manager of the 
magazine, in charge of advertising. 

Publication of the “A&P Menu,” 
the chain's free weekly. will be con- 


Dougherty Slade 
Joint Sales of 
Color Printers 


New York, July 21.-Establishment 
of a joint national sales agency at 
1942 Graybar bldg. for three produc: 
ers of high-speed rotary newsprint 
was announced today. E. H. Dough- 
erty heads the new office. 

Plants involved in the program are 
the Newscolor Division of Cleveland 
Shopping News; Pioneer Publishing 
Company and its affiliate, Roto Color, 
Inc., St. Charles, Ill... and Commer- 
cial Color Press and its affiliate 
World Color Printing Company, St 
Louis. 

Under the plan all plants” will 
standardize on quality and color ot 
ink as well as production units, with 
a production of 5,000,000 copies a day 
possible. Mr. Dougherty, former 
president of the Edward H. Dough- 
erty Printing Company, Chicago, has 
been active in rotary newsprint for 
20 years. Individual sales organiza- 
tious of the various participants will 
be maintained. 


Allen Joins “Life” 


Atlanta office, coming from Henri, 
Hurst & McDonald, Chicago agency. 
He will work under supervision of 
W. D. Wilson, former Western ad- 
vertising manager, who has_ been 
transferred to New York as associate 
manager. 


Taylor Made Skelly 
Advertising Manager 


Arthur E. Taylor, who 


tinued 40 times yearly—appearing 
for the weeks in which the new maga- 
zine will not be distributed.  Edi- 
torial content of the monthly will be 
Menu’s. 


in the marketing department of 


Skelly Oil Company, Kansas City, has | 


been appointed advertising manager 
| Mr. Taylor succeeds Harry W. Clif- 
iford. resigned. 


T. C. Allen has joined Life’s new | 


has been | 


| 


‘Engineers Say Television 
Still Commercially Remote 


New York, July 21.—Dedication 
this week of National Broadcasting 
Company’s new Washington studios 
with elaborate provision for tele- 
vision productions, and announce- 
ment by General Foods Corporation 
that it will seek the first available 
spot for visual as well as sound pre- 
sentation of the Show Boat program, 
served to focus attention again on the 
question, “Is commercial television 
really at hand?” and if so, “What 
will it mean to advertising?” 

A survey of qualified opinion 
among radio technicians and produc- 
tion men by ADVERTISING AGE devel- 
oped answers to the pair of queries 
as prompt as they were dampening 
To the first, an unqualified “‘No!” 
And to the second, “Your guess is as 
good as ours.” 

Preferring to concentrate their 
energies on solving the infinite de- 
tails that stand between them and 
the realization of television as a com- 
mercial instrument, engineers justify 
their reticence on the subject by cit 
ing the confusion developed a few 
vears ago by frequent announcements 
that “television is just around the 
corner.” There are still many “bugs” 
to be ironed out, they declare, calling 
specific attention to the report issued 
only last week by President Roose- 
velt’s Natural Resources Committee, 
which touched on the status of tele- 
vision today. That body painted a 
glowing picture of the profound ef- 
fect television will have on our eco- 
nomie and commercial life when it 
becomes a reality, but warned that a 
gigantic laboratory job must be per- 
formed in order to overcome many 
of radio’s natural limitations. 


Sarnoff Gives Opinion 


David Sarnoff, president, Radio 
Corporation of America, asked for 
his opinion on the television outlook, 
declared there would be no commer. 
cial television this year as far as 
RCA was concerned and, “I know of 
no other plans elsewhere to put tele 
vision on the market during the pres- 
ent year.”” Asked to make a predic- 
tion as to when commercial television 
might become a reality, he said: 

“T will answer that question with 
the same frankness with which I an- 
swered the preceding one. I do not 
know and I don’t know anyone who 
does. 

“Now in making those two state- 
ments I should like to add that the 
fact that no television receivers will 


be put on the market this year, and 
that we do not know the answer as 
to when they will be, is not due in 
the slightest degree to any policy or 
program on the part of RCA or, so 
tar as I know, on the part of anyone 
else in this country to hold television 
back or to pull it out like a rabbit 
out of a hat on some unsuspected 
day, and so startle the world with 
it.” 

General Foods’ request for an op- 
tion on the first sponsored television 
program revealed that all of the 
company’s contracts with the Show 
Boat cast have a clause inserted stat- 
ing that the contracts shall be in full 
force with the coming of television. 


Oldetyme Distillers 


Broadens Advertising 


Oldetyme Distillers, Inc., New 
York, has added 12 national maga- 
zines to its present list of media, 
and several others may be added 
later, as a result of the completion 
of the company’s distribution. 

The newspaper schedule will also 
be continued and probably enlarged 
K. A. Seidel is advertising manager 
and Peck Advertising Agency, Ine., in 
charge of the account. 


Mrs. Patterson Leases 


the “Washington Times” 


William Randolph Hearst has 
leased the Washington Times, after 
noon paper to Mrs. Eleanor M. Pat- 
terson for five years. 

Mrs. Patterson leased the Washing- 
ton Herald, morning contemporary, 
last April. 


W. H. Snead Named 


W. Hunter Snead, formerly with 
Westinghouse Electric & Mfg. Com- 
pany and West Virginia Pulp & 
Power Company, has been appointed 
manager of promotion and market 
research of Electrical World, New 
York. 


Eggleston to C-E 
Stuart Eggleston, formerly head of 
the CBS Artists Bureau, and later 
with Hearst Radio, Inc., has joined 
the Campbell-Ewald Company, Inc., 
New York. 


Agency for Pickard 
Ernest Frank & Neiman, Chicago, 
has been appointed to handle the 
advertising accounts of M. Pickard & 
Sons, Inc., Chicago, beauty shop sup- 
plies, and Heim Beauty Schools, Chi- 
cago and Gary, Ind. 


TORONTO 

MONTREAL 
WINNIPEG 
LONDON, Eng 


| J. J. GIBBONS LIMITED 


GIBBONS KNOWS CANADA 


* ADVERTISING AGENTS & 


| approach it, 


To A Certain 
HARD-HITTING 


Cop yor tar 


W. ]. yy. Now that the family is away for the 
Summer, commuting to Scarsdale won’t be any fun. 
Why not stay at The Shelton? 

| The Shelton is ideal for eummer living. There are 
| air-conditioned lounges and restaurants .. . cool bed- 
rooms high above the city ... library ... open air 
terrace... solarium... gymnasium...and a cooling, 
| refreshing swimming pool. 

| The Shelton is near your office... any way you 


With all these features .. . from $3 daily. 
Special weekly rates 


| 


| 


SHELTON HOTEL 


LEXINGTON AVENUE at 49th STREET, NEW YORK 
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GEORGE PARKER, 
WHO EXPLOITED 
$7 PEN, IS DEAD 


Janesville, Wis., July 21.—Though 
George S. Parker, chairman of the 
Parker Pen Company, who died in 
Chicago Monday, did not invent the 
fountain pen, he was credited by 
many with being the first to realize 
»xistence of a latent public demand 
for pens which both looked better 
and were better. 

It was shortly after the war boom 
ended that a salesman for Parker 
Pen Company advanced the idea of a 
super-pen: one which would hold 
more ink than any yet produced; one 
which would abandon the traditional 
black for a cheerier color, and one 
which would be equipped with such 
a fine point that it could be guaran- 
teed indefinitely. 

Mr. Parker bent a sympathetic ear 
to this story and forthwith set the 
wheels in motion. Shortly, the Parker 
Duofold was placed in the hands of 
a limited number of dealers. Though 
the Duofold was a big pen for big 
hands, contained a large supply of 
ink and was made in red, salesmen 
shortly drifted back into the factory 
with tales of woe. 

Retailers felt, they reported, that 
all of the new features were super- 
fluous and the price was too high. 
Particularly was the price too high. 
No man in his right mind would lay 
down $7 for a fountain pen. 


Survey Proves Point 


While Mr. Parker was taken aback 
by all of these pessimistic stories, he 
was not willing to abandon his con- 
vietions without a little more investi- 
gation. He commissioned a Chicago 
advertising agency to look into the 
situation. The agency came back 
with the finding that 62 per cent of 
the consumers contacted liked the 
new pen and didn’t object strenu- 
ously to the price tag. 

The agency was commissioned to 
stage a three-month test campaign in 
Chicago on the Duofold, but only a 
few weeks were needed to prove that 
the agency was correct. The cam- 
paign was quickly expanded on the 
basis of a percentage of gross sales 
and the plan subsequently introduced 
the million dollar advertising ap- 
propriation in the pen field. This, 
in turn, resulted in continuous pro- 
motion which did much to iron out 
the peaks and valleys and make foun- 
tain pens in constant demand, in- 
stead of an article bought only on 
state occasions. 

One of Mr. Parker’s last contribu- 
tions was the vacumatic pen, with a 
visible ink supply, introduced in 1932. 

Mr. Parker, who was 73 years old, 


NEW MARKET POSTS 


Stanley J. McGiveran (left) will co-ordi- 
nate merchandising and advertising of 
Owens-Illinois Glass Company in the 
newly-created post of director of these 
activities. Edward M. Raynolds has gone 
to England as marketing and research 
department director of J. Walter Thomp- 
son Company's London office. 


is survived by his widow, a daughter 
and a son, Kenneth S. Parker. The 
latter succeeded his father as presi- 
dent in 1933 after serving both as 
advertising and sales manager. 


J. O. POWERS, AGENCY 
PRESIDENT, IS DEAD 


Nutley, N. J., July 20.—Active in 
advertising nearly half a century, 
John O. Powers, president of the New 
York agency bearing his name, died 
suddenly at his home here Satur- 
day. He was 68 years old. 

Son of John E. Powers, a pioneer 
in advertising, Mr. Powers became 
advertising manager of Rogers Peet 
& Co. shortly after his graduation 
from Harvard in 1891. Two years 
later he joined A. Schilling & Co., 
San Francisco tea and coffee im- 
porter, but the East lured him back 
in 1900 and after a short tenure as 
advertising manager of John Wana- 
maker, Philadelphia, he and F. 
Wallis Armstrong formed the agency 
of Powers & Armstrong. 

In 1910 Mr. Powers set up his own 
agency in New York in which he con- 
tinued active until his death. Sur- 
viving are his widow, two daughters 
and a son, 


NEWSPAPER VETERAN 


¢ DIES IN CHATTANOOGA 


Chattanooga, Tenn., July 20.—Real 
ization in part at least of a runaway 
boy’s dream of returning home after 
he had earned fame and fortune was 
recalled here by the death Sunday 
night of Will S. Weitzell, for many 
years business manager of the Chat- 
tanooga Times. 

As a boy of 16, Weitzell ran away 
from his home in Dayton, O., and 
applied to the late Adolph S. Ochs, 
publisher of the Times, for a job. Im- 
pressed by the youth’s earnestness. 
Mr. Ochs gave him a post as office 
boy, from which he advanced steadily 
until he reached the heights of busi- 
ness manager. 

Mr. Weitzell served the business 
office of the newspaper for 48 years 
before his retirement in 1933 at the 


YEARLY 


a. MAIL ORDER JOURNAL 
AN AUTHORITY ON SELLING BY MAIL P#¥ ord 


Kid Stuff for Atlas! 


To turn out PERFECT ‘‘Color Corrected’’ Stats 


Ask ATLAS for samples 
and expect a real surprise! 


It's all in knowing how . . 
stats are in a class by themselves. 


possible to separate color WITH 


. that's why ATLAS "Color Corrected" Photo- 
A new ATLAS method now makes it 


100% ACCURACY, even where 


Black on Red is involved. These “Color Corrected" Photostats reproduce 


ALL colors of the spectrum in their true monochrome gradation .. . 


7 GOOD SX 
PHOTOSTATS 
QUICK 


FRANKUN 341° 


it to you. 


of color on your original copy. 


and there's nothing more perfect than that! You 
get clean, clear-cut ‘stats regardless of the amount 


Let ATLAS prove 


ATLAS PHOTO COPY CO. 


General Offices, 225 No. Michigan Ave. 
4 Chicago Locations e All Phones FRAnklin 3470 


DEALER SERVICE 
SPOTLIGHTED IN 
NEWEXIDE DRIVE 


(Continued from Page 1) 
Journal, in addition to publications 
in the automotive field. A limited 
amount of co-operative newspaper ad- 
vertising is also contemplated. 


Coin New Slogan 


It was indicated that the general 
theme, successfully used in the last 
two campaigns, of educating the car- 
owning public not to discard bat- 
teries which may only be run down 
and not worn out will be continued 
this year with emphasis to be placed 
on the advantages of dealing with 
Exide battery men equipped with 
new, quickly-determining, scientific 
tools and apparatus for testing used 
batteries. The slogan, “Easy does it,” 
has been coined to merchandise the 
element of the increased convenience 
of dealer service, and will be fea- 
tured throughout the campaign, as 
the dominant theme of business copy, 
and district sales conventions. 


Automatic Vendor Introduced 


The magazine advertising will be 
supplemented with outdoor advertis- 
ing, and with a formidable array of 
neon signs, metal signs, window dis- 
piays of various kinds, a new Exide 
automatic vendor and other aids such 
as direct mail pieces for dealer use 
and a new system of record keeping. 
One of the purposes of the new ven- 
dor is to help the dealers, through 
provision of adequate display, to 
move a line of higher grade batteries. 
New tools and an improved Exide 
Sure Start Tester are being merchan- 
dised to the dealers as added aids in 
selling batteries. 

Company officials pointed out that 
the effectiveness of the two-year-old 
campaign, which has had as one of 
its major objectives to win the con- 
fidence of car owners in a company 
which talked in terms of getting the 


most out of old batteries, has been }- 


proved by increased sales and by an 
increase of 3314 per cent in the num- 
ber of Exide dealers. 


age of 66. His associates at the 
Times tendered him a_ testimonial 
dinner at that time, and Mr. Ochs 
sent a long and affectionate wire 
from New York. 

Among honorary pallbearers at the 
funeral today was Col. Julius Ochs 
Adler, publisher of the Chattanooga 
Times and general manager of the 
New York Times. 


HERB MAYORGA DIES 


Toledo, July 19.—Funeral services 
were held here today for Herbert W. 
Mayorga, Western sales manager, 
Libby-Owens-Ford Glass Company, 
who died suddenly Friday of a stroke. 

Mr. Mayorga, who was 48 years 
old, was a regular at automobile 
shows for many years and was widely 
known both to advertising men and 
executives in the automobile field. 

Following the services, the body 
was taken to New York for inter- 
ment. The widow, Mrs. May May- 
orga, survives. 


AGENCY LOSES KETCHUM 

Pittsburgh, July 19.—Kenneth 
Ketchum, 42, veteran advertising 
man, died here Saturday in Presby- 
terian Hospital. Beginning his busi- 
ness career with the old Pittsburgh 
Chronicle - Telegraph, Mr. Ketchum 
later engaged in promotion work for 
hotels and financial institutions. Sev- 
eral years ago he joined Ketchum, 
MacLeod & Grove, Pittsburgh agency. 
He was a distant relative of George 
Ketchum, president of the organiza- 
tion. 

Mr. Ketchum served in the 28th Di- 
vision during the war and was a past 
commander of Post 59, American 
Legion. 


“Advertising” Bi-Monthly 

Modern Advertising, Chicago, has 
changed its dates of publication from 
quarterly to bi-monthly. 


Mrs. Roosevelt’s Essay 


Promotes 


Goldwyn Film 


(Continued from Page 1) 

ture with a display headline reading, 
“Stella Dallas’ Inspires a Discussion 
ot a Mother’s Vital Problem.” Mrs. 
Roosevelt discusses her subject in- 
formally with frequent reference to 
her own bringing up and experiences 
with children. The First Lady’s pic- 
ture is printed alongside the article 
together with her now familiar by- 
line. 


Other Writers Scheduled 


Mrs. Roosevelt's article will be fol- 
lowed by several others written by 
Dorothy Dix, well known women’s 
columnist, and by writers of similar 
standing, in an effort to spotlight the 
basic emotional appeal with which 
the story of “Stella Dallas” is pri- 


Atlas Makes Bow in 


Transcription Field 

Atlas Radio Corporation, New York, 
made its debut July 21 in the field of 
radio transcriptions with releases of 
27 dramatic, musical, comedy and 
special features scheduled to begin 
Sept. 1. Programs vary in length 
from five to 30 minutes. Atlas will 
enfranchise distributors in 24 key 
cities. Local protection on shows 
will be afforded stations in each com- 
munity, and rates will be based on 
Station wattage plus population fac- 
tors and advertising rates, 

Herbert R. Ebenstein, active in the 
motion picture industry for many 
years, is president; Harold C. Hop- 
per, head of Cinema Mercantile Cor- 
poration, Hollywood, treasurer, and 
Lou R. Winsten, formerly president, 
Radio Producers, Inc., vice-president 
in charge of production. The Black- 
stone Company, New York, has been 
appointed agency to handle adver- 
tising and publicity. 


Joins Railroad Agency 

Fred W. Lohr, for eight years with 
Paul Block & Associates, has joined 
the sales staff of Railroad Advertis- 
ing Company, New York, a Barron 
G. Collier affiliate. 


j marily concerned. About $50,000 will 
|be spent on this phase of the cam- 
paign. The remainder of the appro- 
priation will be applied to other 
magazine, newspaper and outdoor 
advertising which will promote the 
picture in the conventional manner. 
Monroe Greenthal, United Artists ad- 
vertising manager, is supervising the 
campaign, with Cecil, Warwick & 
Legler the agency in charge. 


| Reports emanating from Hollywood 


to the effect that Mrs. Roosevelt will 
“write a series of advertisements” 
for Mr. Goldwyn, in which she will 
be given free rein to use whatever 
descriptive terms she desires, includ- 
ing “terrific and colossal,” are wholly 
without foundation, agency and ad- 
vertiser said. Her participation in 
the “Stella Dallas” promotion calls 
for the single, non-commercial essay 
described above. Arrangements for 
her article were made through 
George Bye, her literary agent. It is 
understood that compensation, amount 
undisclosed, will go to charity. 

Mrs. Roosevelt's latest advertising 
assignment followed the completion, 
last week, of a 13-week series of 
broadcasts sponsored by Pond’s Ex- 
tract Company. Previously she was 
featured in three other network 
series. 


————— —3 


MARKET ANALYST 


Consulting Executive for 
Large Corporations 


Intelligence—Experience—Organization 


—Execution— 
ARTHUR C. WEICK COMPANY 
20 W. Jackson Blvd. Chicago 
Wabash 5379 


LAKE COUNTY, ILLINOIS 


Destined to Become the Third Wealthiest 
Residential County in the Nation. Home of 
Central Printing & Publishing Co. Weekly 
Publications, Libertyville, Illinois. 1! Hour 


(36 Miles) From Chicago Loop. 
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IN THIS PICTURE e 


The automobile - - but it’s somewhere 
in the background. 


Every trailer-owning family — and 
there are more than 300,000 of them 
—owns an automobile! The car is a 
basic necessity for every trailer trav- 
eler. Without an automobile there 
would be no trailering. Because that 
car tows a trailer, it must be kept 
in the pink of mechanical condition. 
Because every trailerite travels longer 
and farther than the average motorist, 
he buys more new cars, more gaso- 
line, more oil, more accessories, more 
repair parts than the average motor- 
ing public. 


Original and 


The trailer travel market is a “nat- 
ural” for automobiles, tires, spark 
plugs, auto radios, spotlights, gaso- 
line, oils, and all other automotive 
accessories which create more care- 
free and enjoyable miles on the road. 
It is also a responsive market for all 
aids to light housekeeping, canned 
foods of all kinds, trailer accessories, 
sporting goods, and many other items 
too numerous to mention here. 


TRAILER TRAVEL Magazine offers 
you a buying-minded audience—100% 
automobile owners —travelers all — 
ready and waiting to respond to your 
advertising message. Write for rate, 
circulation and market information. 
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Her business paper is 


GOOD HOQUSEKREPING 


OOD HOUSEKEEPING is many things to many of its 
G readers, but to a// its readers it’s one thing — imdis- 
pensable, With Good Housekeeping in the home, the situa- 
tion is always well in hand, whether it’s whipping up some- 
thing special for an important though unexpected guest, 
surmounting a beauty dilemma just before the party starts, 

or solving a particularly difficult decorating problem. For 


Good Housekeeping is more than a woman’s magazine; 
it’s unique in the entire magazine field... being the busi- 


ness paper to America’s largest business— housekeeping. 


Because Good Housekeeping is indispensable, because 


Good Housekeeping helps women to do a better job in 
running their lives as well as their homes, millions of 


women gladly pay more — 25 cents — for Good Housekeep- 
ing. And they get more in return—Good Housekeeping 


never skimps, never cuts down its editorial content regard- 
less of advertising content. For Good Housekeeping knows 


good housekeepers have their jobs to do—come what may. 


And the doing of their jobs entails much ado about buy- 
ing. And again to Good Housekeeping they look —look 


everywhere, in the advertising columns as well as the edi- 
torial columns .. . for over 2,100,000 readers have faith in 
every word that’s printed in Good Housekeeping. That’s 


why, today Good Housekeeping is the largest, most im- 
portant business paper in America—indispensable to its 
readers and to advertisers. 


Good Housekeeping 


EVERYWOMAN’S MAGAZINE 


BUSINESS PAPER TO AMERICA’S LARGEST BUSINESS — HOUSEKEEPING 
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7 July 26, 1937 ADVERTISING AGE 35 


PHOTOGRAPHIC 


GIVES AMERICAN VIEWS TO WORLD CONCLAVE 


TRIPLE EMPHASIS 


REVIEW OF 
E WEEK 


STARS FOR FRONTIER FIESTA 


This "Theme Girl’ of the Frontier Fiesta, Fort Worth's rival to Dallas’ Greater 
Texas and Pan-American Exposition, is playing an important part in promotion 
which has brought a 40 per cent attendance increase as the first month winds up. 


. * 


At the Phoenix Republic and Gazette chuck wagon party for Western advertising men, staged at Lincoln Park, Chicago 
July 15, the cowgirls and Arizona Al came armed but Bob Hall (right), advertising manager of the newspapers, is dis- 


arming everyone with a smile. 


EVERYBODY HAS A GUN BUT THE ADVERTISING MANAGER 


Three-dimensional effect is gained in 
this new full color lithographed Coca- 
Cola display, focusing on the child at 


Edwin S. Friendly, New York Sun, gives some American pointers to the World 

the fountain. Forbes Lithograph Com- Advertising Congress in Paris, as Kurt Pruefer (left), Die Deutsche Werbung, 

pany, Boston, created and lithographed and Jeane Bonherbe, general secretary, French Circulation Audit, listen atten- 
the display. tively. 


CALVERT HARBORS PROMOTION FEATURES IN PIER 


Steeplechase Pier, second longest near Atlantic City's Boardwalk, has been transformed by Calvert Distillers Corporation 
into a spectacular promotion avenue, and renamed Calvert Free Pier. A mew museum of whisky business antiques is 
one of the pier's features. 


VAMPS CONSUMERS ACME SUBORDINATES NON-FATTENING NOTE 


ASS 
LS 


New poster released in |! Western states for Acme Brewing Company through 

Emil Brisacher & Staff, San Francisco, reduces the long-used “dietetically non- 

fattening” claim for the beverage to a spot on the rim of the can. Irving 
Sinclair was the artist. 


= ~~? 
vw feds *¢ 


10 TUBES 


New direct color portrait display for AFA PREXY IN LIMELIGHT AT WORLD CONGRESS 


Sylvania radio tubes features an ultra- 
rapid flasher which illuminates red me- 
tallic foil behind the catch-word and 
simultaneously gives the "“bellhop” an 
appearance of winking. Einson-Freeman 
Company, Long Island City, N. Y., de- 
signed and lithographed the display. 


George Slocum, Advertising Federation of America president and publisher of 
the Automotive Daily News, goes over a program point with M. Pierre, French 
delegate, at the Paris world advertising conclave. Others at the speaker's table 
are H. M. Lorz, director, der Hoheren Reichwerbesschule (left), H. Luc, French 
director of technical education; M. Fonteane, inspector general of technical 
education of the congress, and M. Ruze, chairman of the advertising managers’ 


division. 
CHEVVY CHIEFS SHOW 13 MILLION SMILES 


M. E. Coyle (left), Chevrolet general manager, and W. E. Holler, general sales 
manager, have reasons to be as happy as they look—with the 13 millionth 


Chevrolet just off the line. 
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Since man came down from the trees he’s 
troubled his mind with unknowns— and 
found the answers. He still does. 
Today the people who get ahead are the ones 
who ask the most questions: 
“Who?” 
“What?” 
“When?” 
“Where?” 
“How?” 

“Why?” 
Now intelligent people want to know and remem- 
ber everything important that happens anywhere, 


everywhere. 


Time tells them. Time’s business is satisfying the 
unresting curiosity of people whose curiosity has no 


horizons. That’s why Time’s important to its readers. 


Curious too about the things that touch 
their daily lives, Time’s readers want facts 
and reasons about the things they buy! 
Telling them in Time is the way to sell them. 
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